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A Gain of 3,468 Columns 
In One Year 


This is the record of the Inp1aANAPoLis Star for 1906 
—an average gain of 9% columns per day. And the 
gains are steadily increasing. December showed a 
gain of 564 columns—more than 18 columns a day. 


THE INDIANAPOLIS STAR 


Indiana’s Largest and Best Newspaper 


attracts and holds the cream of Indiana newspaper 
readers by the sheer superiority of its news columns. 
It gives its advertisers this class of circulation and 
more of it than any other Indiana newspaper. Actual 
average net paid circulation for November, 85,594. 


The Whole Star League Shows Heavy Gains. 


The Muncre Star gained 1,392 columns during 1906; 
average net paid circulation for November, 24,750. 

The Terre Haute Star gained 1,662 columns; 
average net paid circulation for November, 18,458. 

These three clean, ably-edited papers just about 
cover the State of Indiana, with more circulation than 
can be had inany combination of twelve other papers— 
one from each of the leading cities of Indiana. Com- 
bined flat rate, fifteen cents per line. 


GENERAL OFFICES OF THE STAR LEAGUE: 
INDIANAPOLIS STAR © MUNCIE STAR’ TERRE HAUTE STAR 
Star Building, Indianapolis. 

C, E, LAMBERTSON, 1315 Flatiron Bldg,, New York, Eastern Manager. 
JOHN GLASS, Boyce Bldg., Chicago, Western Manager. 
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SPECIAL ISSUE 
TO SCHOOLS 


Printers’ Ink has been fortunate in obtaining 
the list of schools and colleges which is used by 
a prominent New York weekly publication to so- 
licit advertising for its educational department, 
and more particularly for its Annual School Num- 
ber. The list contains only 1,100 odd names, but 
they have been compiled with exceeding care. 
Perhaps there is not a better list in the country of 
schools that advertise at present and of schools 
that might advertise to advantage. 

Not very many of these schools are on the 
Printers’ INK subscription list at present, but we 
mean to place many of them there. For this pur- 
pose a copy of the issue for February 13 will be 
sent to each school upon the list. The issue will 
contain interesting and informing articles upon 
educational advertising. The intention is‘to make 
this number of Printers’ INK so valuable that it 
will be preserved for reference. 

It will be an especially effective medium for 
newspapers and magazines which believe they 
possess unusual value for school advertising. 
This is the time of year to tell schools why they 
need your help in filling the class-rooms next 
September. 


Press-Day for this edition, 
February 6, 1907. 


There will be no advance in the advertising 
rates, which are as follows: 

Classified advertising: 20 cents a line. Display 
advertising: $40 a page; $20 a half page; $10 a 
quarter page; $3 an inch. If a specified position, 
selected by the advertiser, is allowed, double price 
is charged for the space used. 

Five per cent discount is allowed from these 
prices if payment accompanies the order and copy. 


Address : 
PRINTERS’ INK, 


10 Spruce Street, New York. 
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COMPETING WITH PROS- 
PERITY. 

THE UNITED STATES NAVY'S HUNT 
FOR RECRUITS—A BUSINESS-LIKE 
ADVERTISING PROPAGANDA THAT 
UTILIZES ANY MEDIUM SHOWING 
ACTUAL RESULTS — BILLBOARDS 
FIRST, TRADE PAPERS SECOND, 
NEWSPAPER CLASSIFIED THIRD— 
A STATEMENT FROM LIEUTENANT- 
COMMANDER WILSON, 


The United States Navy is a 
large employer of labor, and like 
every other employer in_ these 
prosperous times, has to -use in- 
genuity in getting good men. The 
Navy is 4,000 men short of its al- 
lowed complement of enlisted men 
to-day, and at least 5,000 more 
will be needed to man the ships 
now building. The problem is 
further complicated by the in- 
creasing demand for skilled mech- 
anics. Modern battleships are 
very different from the old men- 
o’-war that could be handled by 
the plain able seaman. 

To get its quota of recruits the 
Navy has advertised nationally 
and in novel ways. Attention has 
been attracted by the large posters 
put out by this department, and 
at times it has been stated that 
the Navy’s advertising activity 
was due to a complete change of 
policy, the recognition that old 
methods did not produce results. 
In former years most of the pub- 
licity fund went into newspaper 
classified columns. When some 
of the appropriation was diverted 
to posters -and painted bulletins 
loud paens of joy rose from the 
outdoor advertising men, and the 
newspaper was conspicuously 
pointed out by them as inefficient. 

Lieutenant-Commander F. W. 
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B. Wilson, who is in charge of 
the Navy's advertising in the Bu- 
reau of Navigation at Washing- 
ton, accords first place to outuoor 
mediums. He enumerates other 
mediums that are pulling, how- 
ever, and rather damages the 
beautiful one-sided picture of the 
situation painted by billboard 
men, 

“There has been no radical 
change of attitude toward adver- 
tising,’ said he recently. “Vari- 
ous methods have from time to 
time been tried, and those which 
in our experience produced the 
best results have been continued. 
Others which after a fair test did 
not prove satisfactory were drop- 
ped. It has been our experience 
that outdoor display, display ad- 
vertisements in mechanical publi- 
cations and advertisements in the 
want columns of daily and weekly 
newspapers have produced the 
best results in the order named. 
Outdoor advertising consists of 
posters ranging from one- to 
twenty-four-sheets, and painted 
bulletins. An important feature 
of the Navy’s newspaper adver- 
tising is the space used in the 
‘boiler plate’ of country weeklies. 
Billboard advertising is especially 
efficacious in connection with our 
traveling recruiting parties, which 
make weekly visits to cities of the 
second and third class,” 

Much of the Navy’s advertising 
is educational. Street & Finney, 
the New York advertising agents, 
are now preparing an illustrated 
book on “The Making of a Man- 
o’-Warsman,” which is to be 
distributed during 1907 through 
the recruiting offices, the public 
libraries, etc. It is only one piece 
of printed literature in an exten- 
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sive assortment constantly being 
sent out, and gives a full descrip- 
tion of man-o’-war life, data for 
which was secured while the fleet 
was off Newport last summer. 
Another feature of the same sort, 
employed purely for educational 
purposes, to show Navy life and 
conditions, is the biograph enter- 
tainment at theaters and public 
halls throughout the country, The 
biograph shows sailor life as it 
is. Thousands of feet of film pic- 
tures were made of sailors at work 
and play. A lecture goes along 
with the show, explaining details, 
At the first trial performance 
given in the Navy Yard at Wash- 
ington the biograph pictures re- 
ceived the endorsement of many 
officials. After careful rehearsing 
the equipment was sent to Detroit 
and an exhibition given. After that 
it was put on board the cruiser 
“Wolverine” for a tour of the 
Great Lakes. Its coming was 
heralded with advertising, and 
admission was regulated by card, 
so as to restrict audiences as far 
as possible to men eligible for 
service, and to parents. Cards of 
admission were placed through the 
Y. M. C. A. authorities and other 
organizations of young’ men. 
Orphan asylums were also cov- 
ered where boys of proper age for 
enlistment were to be interested. 
Special attention was paid to 
towns in Wisconsin, Minnesota 
and the Dakotas, where many 
Swedish and Norwegian young 


men of marked fitness are 
to be found. The  depart- 
ment also’ has _ stereoptican 


views, and large photographs for 
exhibition in its recruiting sta- 
tions. The latter were made in 
series, as one set showing how a 
torpedo is handled. 

“As an educational feature,” 
said Lieutenant-Commander Wil- 
son, “the biograph and stereopti- 
can exhibits has proven a suc- 
cess. Wherever exhibited they 
have filled the halls, and the audi- 
ences as arule are composed of the 
people we are specially anxious to 
inform on the subject of the 


Navy, namely, working men and 
boys and their parents.” : 
“Do you recruit in connection 














PRINTERS’ INK. 





How do 
the 


with these exhibitions? 
you handle spectators on 
‘mourner’s bench’ ?” 

“We have no ‘mourner’s bench.’ 
The show is practically free from 
advertising features. No special 
effort is made towards recruiting, 
it being our intention to depict 
life in the Navy exactly as it is, 
and let the men who witness it 
draw their own conclusions.” 

In recruiting machinists and 
other skilled men the Navy is 
somewhat at a disadvantage, as 
such men easily find well-paid 
positions in civil life. But this 
difficulty has been overcome by 
establishing schools where the 
Navy trains its own mechanics. 
The courses embrace practically 
every craft and trade, and so a 
disadvantage is turned into an 
attraction, for the department 
offers to the unskilled man a free 
course of instruction in these 
schools, with pay, and increased 
pay after graduation. The schools 
have proved one of the best ad- 
vertisements for the service. Navy 
pay looks small in comparison 
with wages, perhaps, but is really 
large from the standpoint of 
the steady employment, which con. 
tinues regardless of commercial 
conditions. There is also free 
hospital attendance and no loss 
of pay during sickness or dis- 
ability, and in old age a pension 
and retirement. By the new laws 
passed in Congress there are also 
better opportunities for advance- 
ment of enlisted men. It is pos- 
sible for an exceptionally bright 
and studious youth to obtain a 
commission, and the privilege is 
being taken advantage of every 
year. In spite of all these attrac- 
tions, the department finds it diffi- 
cult to keep its quota filled and at 
the same time maintain the high 
standards of the service. With- 
out intelligent advertising on a 
national scale it would probably 
be impossible. The Navy’s re- 
cruiting service is firmly estab- 
lished on a business basis, how- 
ever, and takes advantage of all 
the modern weapons of business 
promotion. It is largely com- 
nosed of young officers and en- 
listed men, all alert to the needs 
(Continued on page 6). 
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@ If you believe in advertising but are 
confused and perplexed by the multi- 
plicity of mediums and the conflicting 
claims made for them—if you are 
uncertain which or how many to use, 
we Call your attention to this significant 
fact: if you should secure the patron- 
age of the clientele of THE LADIES’ 
HOME JOURNAL (6,000,000 readers) 
you would have a good business— 
whether any one else ever heard of 
you or not. 


@ As to the responsiveness of these 
6,000,000 to good advertising, we can 
point you to many impressive suc- 
cesses. 


@ Our interest is not confined to large 
advertisers. Space may be bought in 
THE LADIES’ HOME JOURNAL for as 
little as $30.00. 


THE CURTIS PUBLISHING COMPANY 
PHILADELPHIA 
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of the Navy, and a friendly 
rivalry is carried on to make the 
best showing at respective recruit- 
ing stations. No suggestion from 
one of these recruiting officers or 
men looking to the betterment of 
the service is disregarded by the 
Navy department. 

Billboards are also employed 
extensively by the United States 
Army in its recruiting operations. 
The jubilation of billboard men 
over this Army and Navy use of 
posters (the two government de- 
partments are among the best 
patrons of the boards on a na- 
tional scale) has lately led to the 
publication in disaffected news- 
papers of a rumor that the Army 
intended to stop its outdoor ad- 
vertising, having found it ineffec- 
tive. These rumors, however, 
have been officially denied. The 
Army stopped its posters in cer- 
tain territory, but solely because 
the year’s appropriation had been 
expended. In San Francisco last 
summer a three months’ record of 
returns were kept by the local 


Army recruiting office, and the 
applications for enlistment were 
traced as follows: 


Advertisements in two newspapers.... 7 
Reading recruiting handbill at office.. 18 
Sight of flag at recruiting office 

Saw posters on billboards...... pineene 98 


THE MAGAZINES IN CAESAR’S 


TIME. 


A magazine of the time of Julius 
Cesar with an advertising section sim- 
ilar to that of modern publications 
wouly tell a complete and interesting 
story of the lives of the women and 
men who lived so long ago. 

The jeweler would tell much the 
same story as the jeweler of to-day. 
For ladies, ornaments, for the neck and 
arms, were fashioned of gold and 
pearls; and gold ornaments adorned 
with gems were used to fasten the gar- 
land of roses which encircled the hair. 

For men, he would tell about the 
massive signet ring, and he would also 
address the Roman dandy by setting 
forth the advantages of lighter rings 
for summer wear. 

Clocks would be supplanted by sun 
dials and the clepsydra, or water clock. 

There would be no mention of knife 
or fork, but spoons would find a place 
in the mention of his stock. 

Toilet articles of every kind, espec- 
ially perfumes, and creams for the 
face, would find space in these pages, 
for Roman men and women were lavish 
in their use. 

The interior decorator would have 


told about his wonderful mosaics in 
colored marbles, tiles or glass, and his 
doorways inlaid with ivory, tortoise- 
shell and gold. He could also show 
various designs of the word “SALVE” 
(Welcome) which. appeared at the 
threshold of each house. 

An interesting article of use would 
be a little strainer which was made to 
cool the wine. This was a _ sieve-like 
affair which was filled with snow, 
through which the wine was passed 
before being served. 

Men’s clothing advertisements would 
show a toga of pure white wool and, 
in place of caps or hats, a dark col- 
ored hood. 

Instead of the toga, for banquets, the 
dealer would describe short dresses of 
red or other bright colors. In the 
matter of shoes, the house shoe was a 
sandal-like affair, but for street wear 
the Roman had an article more nearly 
resembling our own shoe. 

The appeal to ladies in the matter of 
dress would be strong, for the mer- 
chant could describe the mantle worn 
out of doors, often sky blue and 
spangled with golden stars. For full 
dress he could tell about the beautiful 
scarlet and yellow, and purple and 
green fabrics which were in vogue. 

Firearms would find no place but 
some enterprising armorer would doubt- 
less picture his swords and shields. 

The motor car would find its counter. 
part in the chariot, and if the chariot 
maker told how it took 22 separate pro- 
cesses to make the surface of the car 
presentable before it was offered for 
sale, he would have scored a good point. 

The dry goods merchant would sing 
the praises of his linen napkins, which 
the guests at a banquet brought with 
them, but he could not tell about table- 
cloths because they were not in use. 

Instead of fountain pens, the adver- 
tisement would tell of the stylus or the 
reed pen. 

Lamps were used for lighting pur- 
poses, and any lamp dealer who could 
have guaranteed a lamp that would not 
drip would have made a_fortune—for 
one of the disagreeable features of a 
banquet at night was the fact that the 
oil from the lamp would drip upon the 
table. 

The furniture maker could tell about 
the comfortable couches which he made 
to go around the feast table, which 
was three sides of a square. He could 
also tell of his exquisitely carved ivory 
bedsteads, tables of precious woods, 
sideboards of gold and silver, 

Instead of boxing gleves and foot- 
balls, one would find the cestus and the 
discus: the former a cheerful sort of 
“sporting” goods consisting of leather 
thongs which bound a leaden pad over 
the knuckles.—American Magazine. 

o> 
STUNG? 

“The span of a single life is too 
short a time in which to evolve a per- 
fect piano,” says a Knabe Piano ad, 
and goes on to show that the Knabe is 
the product of three generations of 
scientific piano building. How about 
the pianos of the original Mr. Knabe? 
Were they imperfect? And how about 
the people who purchased them? 
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Iowa Homestead 
Adopts the Flat Rate 


Greatest of the Farm | 
Weeklies Makes a 
New Departure. 














Guaranteed Circulae 
tion of 100,000 for 
40 Cents a Line. 


THE IowA HOMESTEAD, the 
greatest of the agricultural 
weeklies, has put in force, be- 
ginning January Ist, a flat rate | 
of 40 cents a line, guaranteeing | 
a circulation of 100,000 for 
every issue. The new rate card 
and combination rates with the other Pierce Publications 
are as follows: 

READING NOTICES. 
Reading notices set in nonpareil type, per count line, soc. 


DISPLAY ADVERTISING. 


Display space, 40 cents per agate line, flat. No discounts for time or space. 
Preferred positions, 25 per cent extra. 


Guaranteed Circulation, 100,000. 














GENERAL INFORMATION. 
Forms close Tuesday morning; day of publication, Thursday. 
Length of columns, 13% inches, 187 lines 
Width of columns, 2% inches, 13 ems; columns to page, 4. 
Number of lines to page, 748. 
Size of paper, 24 to 64 pages. 








COMBINATION RATE CARD. 
Covering prices for display advertising in 


THE HOMESTEAD, Des [loines, lowa. 
THE FARMER AND STOCKMAN, Kansas City, Mo. 
THE WISCONSIN FARMER, [ladison, Wis. 


Guaranteed Combined Circulation over 190,000. 


HomesTEAD and FARMER AND STOCKMAN, 52 cents a line, flat. No dis- | 
counts for time or space. 

HomEsTEAD and Wisconsin FARMER, 48 cents a line, flat. No discounts for 
time or space. 

HoMESTEAD, FARMER AND STOCKMAN, and WIscoNnsIN FARMER, 60 cents a 
line, flat. No discounts for time or space. 

Combination rate on the five Pierce Publications, including the three weeklies | 
above named and THz HOMEMAKER (120,000) and THE FARM GAZETTE (60,000) 
both monthly, $1 per agate line, flat. Guaranteed combined circulation, over 370,000, 








Address all communications and send contracts, copy and electros to 
THE HOMESTEAD COMPANY, 
Des Moines, Iowa. 


























SOME MORE SPECIALS. 
A, E, CLAYDEN. 


Inasmuch as Mr. Clayden but 
recently entered the field for him- 
self, he may be numbered among 
the “younger set” of the Special 
Agents. For four years before 
he opened his own office, how- 
ever, he did a great deal of out- 
side work for several well-known 
Specials. He is well known, con- 
sequently, among the _ general 
agents and advertisers, and en- 
joys the confidence of his publish- 
ers. His list comprises the 
Wheeling, W. Va., Evening News 





A. E, CLAYDEN. 


and Morning Intelligencer; Win- 
chester, Va., Evening Star and El 
Diario, the leading morning paper 
of the City of Mexico. 





H, C. FAULKNER. 

Mr. Faulkner was born in 1865. 
He received his education in the 
higher branches at the College of 
the City of New York and at Har- 
vard University. From 1882 to 
1895 he was editor of the Do- 
mestic Monthly, New York, and 
was a frequent contributor to 
other magazines. Then he be- 
came associated with his father, 
Charles S. Faulkner, who had es- 
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Agency in 
The papers 
the Savannah 


tablished a Special 
New York in 1878. 
represented were 


News; Charleston, S. C., News and 


H. C. FAULKNER. 


Courier; Augusta, Ga., Herald; 
Columbus, Ga., Enquirer-Sun and 
Dubuque, Ia. Times-Journal. 
Since his father’s death in 1899, 
Mr. Faulkner has continued the 
agency without change. 

W. T. Perkins, for seventeen 
years advertising manager of the 
New York Daily Graphic and for 
several years with the New York 
Times, has been associated with 
the agency for a number of years, 
as has also Fred W. Kuck, 
for fifteen years business mana- 
ger of the New York Mercury 
The office until 1905 was located 
at 23 Park Row, and then Mr. 
Faulkner, foreseeing the up-town 
movement, changed his quarters 
to the Flatiron Building, where 
he is now located. 





FRANK R. NORTHRUP. 


Since he was a boy in school, 
Frank R. Northrup has been as- 
sociated with the newspaper busi- 
ness, in one form or another. His 
first work was that of a newsboy, 
at Rome, N. Y. When the Utica 
Saturday Globe was first issued 
by Baker Brothers, he was given 
charge of the circulation in Rome. 
The Globe’s first issue was experi- 
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mental, but success was immedi- 
ate, and Mr. Northrup comes in 
for a share of the credit due the 
founders of the paper in conse- 
quence of the large sales in Rome. 

After leaving school, he con- 
tinued with the Globe, acting as 
editor of the Rome edition, and 
besides this he was correspondent 
for the Utica Press, Observer, 
and several Syracuse papers. For 
several years, also, he handled 
more special assignments for New 
York dailies than any other man 
in Central New York. 

Fourteen years ago, at the age 
of 23, Mr. Northrup left Rome 
to become advertising and circu- 
lation manager of Town Talk, 





FRANK R. NORTHRUP, 


published at Newark, N. J. After 


two years. he became a solicitor 
in the advertising department of 
the Times, in New York, and 
after that, in succession, New 
York representative of the New- 
ark Advertiser and advertising 
manager of the Diplomatic and 
Consular Review, published at 
New York. 

For a few years he was manager 
of the advertising of Dun’s Re- 
view, and left this position to 
take up his present work as pub- 
lisher’s special representative. His 
list at first contained only the 
Elizabeth, N. J., Journal, which 
paper he still represents, but six 
years ago he added the majority 
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of the papers known as the As- 
sociated Dailies of New York, 
and these he still retains, in ad- 
dition to a few others. 

It is Mr. Northrup’s aim to 
select for his list only papers 
which print the greatest number 
of copies in their respective 
towns. He believes that his list 
is the only one of considerable 
size made up entirely of this class 
of papers. His trademark con- 
tains the words, “Guaranteed 
Largest Circulation.” 

ieee sats 

Most “‘catch-phrases” are the result 
of accident. The advertisement-writer 
who accomplishes selling results, pre- 
fers to spend his time digging out facts 


about the goods, rather than dashing 
off cute captions.—E-xchange. 











DECEMBER, 1906, 
CIRCULATION OF 
THE Rercorp-HERALD 


Daily Average, 148,188 
Sunday Average, 218,729 








Increase in three months of 
8,638 in the daily average and 
of 19,959 in the Sunday average. 








The statement of circulation for each 
day of the preceding month will be found 
on the editorial page. Tue Recorp- 
HerAtp is the only morning paper in 
Chicago that prints such a statement. 








Advertising in 1906 


The advertising in THE REc- 
ORD-HERALD during 1906 as com- 
pared with 1905 


Gained 1,793 Columns 
THE Recorp-HERALD 











Lincoln Freie Presse 
Lincoln, Neb. 
“circulation” 149,28 
Our biggest circulation is in the States of 


Iowa, Wisconsin, Minnesota, Nebraska, 
Illinois, etc. , in the order named. All sub- 








ee paid in advance. Flat rate, 35c. 
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THE GOLD MARKS. 


Below is printed a letter re- 
ceived by the editor of Rowell’s 
American Newspaper Directory 
setting forth reasons why the 
publisher of the Mobile, Ala., 
Register believes that paper to be 
entitled to the so-called Gold 
Marks. The claim will receive 
careful attention before the next 
edition of the Directory goes to 
press, and if considered valid, 
the symbol will be accorded the 
paper, 

The Gold Marks have the fol- 
lowing meaning in the Directory: 

(9©) Advertisers value this paper 


more for the class and quality of its- 


circulation than for the mere number 
of copies printed. Among the old chem- 
ists gold was symbolically represented 
by the sign ©.—Webster's Dictionary. 


Mosire, Ala., Dec. 29, 1906. 
Editor of Rowell’s American Newspa. 
ber Directory: 

The publishers of the Mobile Regis- 
ter consider their newspaper entitled 
to the Printers’ INK “Bull’s Eye 
Gold Marks” and offer the following 
reasons in support of the claim: 

First—It is a paper with a history. 
Established in 1821, just after. the ad- 
mission of the State of Alabama to 
the Union; from the first number, it 
entered upon the news and editorial 
olicy that characterizes it to-day. It 
Eee seen the rise, progress and decay 
of numbers of political, economic and 
social, theories and movements but has 
maintained throughout a consistent con. 
servative policy. Its conservatism 
has not been of the sort that resists 
any change. On the contrary, when 
conditions required, it has demanded 
change; but it has always recognized 
that in changing order, there is much 
good in the old that should not be 
recklessly cast aside. 

Second—Its news policy is and _al- 
ways has been to give the truth with- 
out exaggeration, minimizing or color- 
ing in any way. This practice has 
given it a place in the confidence of 
its readers equaled by few journals 
in the country and excelled by none. 

Third—It is a well-known fact in 
the Southeast that the influence and 
editorial support of the Register are 
not for sale nor have they ever been 
on the market, 

Fourth—Writers of national reputa- 
tion have spoken through its editorial 
columns, among them: Judge A. B. 
Meek, the romantic historian; Theodore 
O’Hara, the poet and author of ‘‘The 
Bivouac of the Dead;” Hon. John 
Forsyth, at one time Minister to Spain; 
a C DeLeon, author of several popu- 
lar novels of the day; Hon. Hannis 
Taylor, ex-Minister to Spain, now U.S, 


Advocate in the Court of Spanish 
Claims. 

Fifth—Its editorial utterances are 
considered by the northern press gen- 
erally as representative of the best 
southern opinion and as such are free- 
ly quoted, criticized and _ enlarged 
upon. ‘Two examples are noteworthy: 
Its prediction after Garfield’s election, 
that the attacks of a New York poli- 
tician would inflame the mind of some 
fanatic to the belief that he would do 
a public service by assassinating the 
President, claimed attention throughout 
the nation. Later an article illus- 
trated by an anecdote of a farmer 
yoking himself with a calf suggested 
an idea for a two-page cartoon in one 
of the New York Illustrated Weekly 
Papers. 

Sixth—There are numbers of fam- 
ilies in southern Alabama, eastern 
Mississippi and western Florida where 
the Register. has been read and loved 
for three and four generations, 

Seventh—Mobile may justly claim to 
be among the most highly cultured 
centers of the nation. The historical 
record and living policy of the Register 
make it a journal par excellence for 
people of such culture. 

Eighth—Matters unfit for the home 
circle are carefully excluded from the 
Register’s columns. This makes it es- 
sentially a home paper and raises it 
high in the esteem of those who ap- 
preciate a decent newspaper. 

Ninth—Mobile is one of the wealth- 
iest cities per capita in the nation, but 
there are no millionaires. The money 
is well distributed. The Register’s 
clientele thus possesses an abnormally 
high purchasing power. 

Tenth—The Register is a high-priced 
paper. This assures a selected class 
of readers, 

Eleventh—The Register is the only 
morning paper published in the First 
Congressional District of Alabama, 

Twelfth—The Register is the only 
paper in South Alabama that is pub- 
lished every day, hence people, who 
wish to secure continuity in their read- 
ing of the news, in other words, most 
people, must read the Register. 

Thirteenth—The Register is the old- 
est newspaper in the Gulf States. It 
has survived and absorbed numbers 
of competitors, many of them at their 
time newspapers of the first class. 

Fourteenth—Mobile while enjoying a 
diversity of business interests, depends 
mainly upon commerce, hence it is 
essentially a morning paper city. 

Fifteenth—The Register publishes the 
most complete financial and market 
pages of any southern newspaper out- 
side of New Orleans, hence it is 2 
favorite with investors. 

Sixteenth—The Register makes a spe- 
cialty of sporting news. This gives 
it influence with a large and liberal 
class of spenders. 

Seventeenth—The Register makes 
every endeavor to print an absolutely 
reliable shipping and marine column, 
thus becoming a necessity to the large 
numbers engaged in shipping through 
the port of Mobile. 

Eighteenth — Notwithstanding com- 
paratively high advertising rates, ad- 
vertisers, using the Register’s columns 
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intelligently, find results so beneficial 
that they will not try to do business 
without them. 

Nineteenth—A large proportion of 
the Regtster’s readers pay their sub- 
scriptions annually and semi-annually 
in advance. This shows what value 
they set on it. 

Twentieth—After the recent hurri- 
cane, the copies of the Register con- 
taining storm news were in great de- 
mand, because Kegister news was 
known to be reliable. 

Twenty-first—In spite of its higher 
advertising rates and because of its 
higher advertising value, it carries 
more advertising of all kinds and has 
in force a greater number of advertis- 
ing contracts than its contemporaries. 

Twenty-second— The Register holds 
its home advertising customers. The 
oldest firm in the city began advertis- 
ing in its columns in 1836. That firm 
has undergone many changes in those 
seventy years, but in the Register will 
be found continually the advertising of 
Barney Bros., Barney Bros. & Co 
W. H. Barney & Son, W. H. Barney 
& Co., Cavanagh, Barney & Brown, 
Cavanagh, Barney & Long, Scranton, 
Barney & Brown, Scranton, Barney & 
Long, Scranton, Barney & Co., and the 
Barney Cavanagh Hardware Co., of 
to-day. Another hardware house has 
used its columns continuously since 
1865; three other firms in grocery, 
furniture and real estate business have 
been in its columns continuously since 
1866. A majority of the annual ad- 
vertisers who do business in Mobile 
renew their contracts and enlarge their 
space yearly. 

Twenty-third—One retail dry goods 
firm has been’ advertising in the 
Register since beginning business twen- 
ty-four years ago. This firm’s first 
annual appropriation was for an inch 
space or its equivalent in reading 
notices, costing $83. This year the 
firm spends more than $6,000 for ad- 
vertising, and its newspaper publicity 
has been continuously and almost ex- 
clusively in the Register’s columns. 

Twenty-fourth—In 1890 the people 
of Alabama elected a legislature, in 
which the farmers’ grange had a large 
majority in both houses. A number of 
drastic bills were introduced during the 
session directed mainly against the 
railways. ‘these, if enacted, and kept 
on the statute books, would have re- 
tarded the development of the State 
by a quarter of a century. In the 
face of what was regarded as almost 
unanimous opposition to its views, the 
Register’s editorial arguments, con- 
vinced the members of that general as- 
sembly of the unwisdom of these pro- 
posed enactments. Its course gained 
it friends and subscribers in every sec. 
tion of the State, and in many in- 
stances among these friends were the 
authors of measures the paper con- 
demned. 

Twenty-fifth—As illustrating the 
esteem in which the Register has been 
and is held by those opposed to it 
politically may be mentioned an_in- 
cident that occurred during the recon- 
struction period in Alabama. Some 
promoters were attempting to engineer 
a scheme whereby the State of Ala- 


bama would endorse and guarantee a 
large bond issue that those promoters 
were about to make. The Legislature 
of the State at that time was composed 
entirely of Republicans. Nevertheless 
the yudgment and opinion of the Mobile 
Register, a strictly Democratic organ, 
was valued so highly that the pro- 
moters made an attempt to purchase 
an editorial expression on the part of 
the Register in favor of their enter- 
prise for the sum of $100,000. It is 
hardly necessary to add that their offer 
was not even considered. 
Twenty-sixth—In latter times one of 
the most notable achievements of the 
Register was to secure the passage by 
the Legislature of this State of an anti- 
pool-room law, the effect of which was 
to break up pool selling throughout the 
State, wherever the law is enforced. 
This was accomplished by the Register 
single-handed. 
Twenty-seventh—Mr. 
Rowell, in his book, 
Advertising Agent,’ 
the Mobile 


George y; 
“Forty Years an 
says that in 1868 
Register was the “one” 
newspaper in Alabama. The Register 
has always maintained and is_ to-day 
maintaining the high standard of which 
he speaks, 

These are only a few of the many 
instances where the Register has gained 
the good-will of the people of southern 
Alabama by its strict regard for their 
interests. Many more might be added 
but the publishers of the paper hope 
that these may found sufficient to 
secure the marks of honor, which they 
ask at your hands. 

Yours very truly, 
THE MosiLe ‘‘REGISTER,”’ 
Paul E. Rapier, President. 


POST CARDS ONE 


Heretofore it has been the rule that 
illustrated cards bearing also written 
messages shall require two cents post: 
age. Now it is provided that after 
March 1 next such cards, so inscribed, 
shall be transmitted for the re ular 
post card rate in and between all of 
those countries that subscribed to the 
convention concluded by the recent 
universal postal conference at Rome. 


CENT NEXT 


Ad Solicitor 
Wants To Change. 


A thoroughly trustworthy advertis- 
ing solicitor and manager, who now 
has complete charge of all the adver- 
tising of one of the largest daily news- 
papers in the West, wishes to make a 
change on account of unusual con- 
dition arising. Has splendid record, 
covering years in present position, a 
constant gain being the monthly show- 
ing, besides a raise of rate four dif- 
ferent times within the last decade. 
Practical training in every department 
ina newspaper. Address “‘HARR 
M. J.,’’ care Printers’ Ink, 10 Spruce 
St., New York, N. Y. 
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AN ADVERTISEMENT THAT 
STARTED ITSELF. 


In some of the technico-popular 
magazines like the Technical 
World, of Chicago, has lately ap- 
peared the advertisement of a 
book entitled ‘Practical Elec- 
tricity.” As an electrical hand- 
book it seems to me nothing out 
of the ordinary. But the volume 
is published and exploited by the 
Cleveland Armature Works, of 
Cleveland, a concern that is not 
a publishing house, but a repair 
works—the largest in America, it 
is said. ‘Practical Electricity” is 
advertised by this concern as an 
advertisement. More than 16,000 
copies have been sold to date at 
$2 per copy, and with the book 
goes an offer to refund money if 
it is not found satisfactory. How 
the Cleveland Armature Works 
came to embark in the publish- 
ing business, and how this book 
has grown up almost of itself in- 
to a valuable form of advertising 
for the concern, is told in a letter 
from the president, James L. 


1895,” 
says Mr. Mauldin, “Mr. Alvin A. 
Pifer and myself formed a co- 
partnership and started business 
under the name of the Cleveland 
Armature Works. Our business 
was that of re-winding armatures 
and repairing electrical machin- 
ery. We secured as customers a 
great many isolated plants 
throughout the country, and 
especially manufacturing com- 
panies who were operating elec- 
trical machinery. In the latter 
cases, this machinery was natur- 
ally in charge of the engineer of 
the plant, a man who understood 
the steam engine thoroughly, but 
knew very little about the con- 
struction of a dynamo or motor. 
Consequently the armatures we 
re-wound were not, in all cases, 
handled as carefully as_ they 
should have been. So we decided 
to undertake to instruct these en- 
gineers in the art of handling deli- 
cate electrical machinery. 

“For this purpose we started a 
little periodical, the Armature 
Winder, which was sent out reg- 
ularly for twenty-four months. 


Mauldin: 
“On the first of July, 


Each issue contained a lecture on 
designing dynamos and motors, 
their care and operation. It took 
twenty-four issues to exhaust the 
subject to our satisfaction. Each 
month as this little paper was 
distributed the interest grew, and 
by the time the few last issues 
were going out the demand for 
back numbers had grown so great 
that we were convinced our lec- 
tures had been sufficiently inter- 
esting to warrant publication in 
book form. In the final issue of 
the Armature Winder we advised 
readers of an intention to issue 
the talks as a book, and invited 
them to subscribe at $2 a copy. 
We received from this simple 
notice 450 orders, and the result 
encouraged us to such an extent 
that instead of simply reprinting 
the lectures we called to our as- 
sistance several technical men and 
got up a more complete work. 
“This volume, ‘Practical Elec- 
tricity, has been a wonder as a 
money-maker alone, and as each 
copy bears our name on the cover, 
title-page, and has also four 
pages at the back pertaining to 
our business, giving prices for 
winding armatures and specifica- 
tions of our own dynamos and 
motors, it has also been a wonder 
as an advertisement for our com- 
pany. Thus a small beginning has 
run into a large development. In 
starting a business, that which in 
the beginning seems of minor im- 
portance may be found after a 
time to have become cne of the 
main pillars. It has been so with 
this book. We feel that it has 
not only advertised us widely, but 
that it has really made our busi- 
ness, and we are to-day the 
largest repair works in America.” 
“Practical Electricity” has 472 
pages, is bound flexibly in leather, 
and is six by four and a half 
inches in size, forming a conven- 
ient volume for the pocket. 
There are twenty chapters. The 
first starts in with a fundamental 
talk on electrical principles, writ- 
ten for laymen, and from that on 
the subject is developed toa point 
where the reader understands the 
designing, care and operation of 
motors and dynamos, and has a 
good theoretical and working 
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knowledge of other branches as 
well. There is a chapter on 
wiring, another on the electric 
battery and electro-plating, and 
others on magnetism, the mag- 
netic circuit, magnetic traction, 
magnetic leakage, energy in elec- 
tric circuits, calculations for wir- 
ing, etc., diseases of dynamos and 
motors and how to cure them, 
alternating current, arc and in- 
candescent lamps, electric auto- 
mobiles, etc. The various chap- 
ters are followed up with test 
questions and answers, There are 
102 illustrations and twenty-five 
tables, and about one-third of the 
volume is devoted to a dictionary 
of electrical terms, words and 
phrases, giving more than 1,500 
definitions of terms in common 
use. The text matter, of course, 
contains no advertising, nor any 
reference whatever to the com- 
pany or its interests. 


— +e, 
FRENCH ADVERTISERS 
PERSONALITIES. 

A desire to give publicity to his busi- 
ness is not the ruling passion with the 
Frenchman. He has a personality to 
exploit, and will do so at any expense. 
Politicians, ‘“‘smart” society, litera 
men and women, artists—in fact, all 
who feel the need of being talked about 
—are not ashamed to be talked about 
at so much per line. 

For instance, a well-known actress 
not satisfied with the praise which the 
critics were lavishing upon her, regu- 
larly devoted a considerable sum every 
year to purchasing eulogistic articles 
about herself in the press. This is not 
frowned down upon by French papers, 
whose advertising columns are not to 
be classed with the filled, scientifically 
built-up advertising pages of the busi- 
nesslike Englishman or thrifty Ameri- 
can. 

All the newspapers of France do not 
total more than $20,000,000 a year 
from advertising. It is not sufficient 
that the ad should appear in the ad- 
vertising columns. 
into the editorial portion of the paper, 
where, while expounding public affairs, 
editorial writers boom the merits of 
some particular house. ae 

The Agence Havas, an organization 
of advertising agents, early came to 
the front, and agreed to supply news 
to the newspapers if the papers would 
in return give them space for adver- 
tisements. In other words, the news- 
papers paid the agency for its news 
by placing at their disposal so many 
columns for advertisements. A double 
profit thus accrued to the agency, 
which has telegraphic connections 
throughout Europe. 

The profits in the management of 
newspapers, then, is derived from the 
news-end of the newspaper. The man- 


LOVE 


It must run over 30d 
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ner in which some undertaking is 
boomed by French papers may 
termed scientific. Weeks ahead of the 
public announcement of the scheme the 
Papers approach the matter as a pos- 
sibility on the horizon, and extol the 
merits and profundity of the idea. 

The news becomes almost certain. At 
once editorial space is given it. It 
is pointed out that the best minds and 
the greatest financiers will in all prob- 
ability stand behind the scheme. At 
last the enterprise is floated, bearing 
the names of academicians, university 
professors, honorable promoters and 
others. The advertising space is ex- 
tensive. So is the favorable editorial 
comment. And the public buys. It 
was in this manner that De Tesmes 
floated his gigantic swindle of the Pan- 
ama Canal.—Philadelphia Record. 

ee 

From a Bristol, England, paper: 
“Widower, living retired, without in- 
cumbrance, would like to correspond 
with lady, about 40, with small means, 
with one leg preferred, with a view 
to an early marriage.” 

—___+o+—___—_ 

LAUGHTER expressed in print is no 
more like laughter than an ox-cart is 
like a palace car.—Agricultural Adver- 
tising. 


40,833 


Daily average PAID circulation in 1906 
is the record of 


THE 
DES MOINES 
NEWS 


Every cop id for— 
ee Samples NOT included. 


THE News has two requisites that 
make a newspaper valuable— 


CIRCULATION 
and QUALITY 
Country subscriptions are all absolu- 
tely prepaid one year in advance. City 


subscribers pay weekly—no credit over 
ays. 








Guarantee 





THE DAILY NEWS offers to pub- 
lish all eng he kre if it can- 


not show DOUBLE the receipts 
from city circulation over any other 
Des Moines newspaper. 








The largest circulation in Iowa and 
the largest circulation of any newspa- 
per in the United States in a city of the 
size of Des Moines. 


General Advertising Department 


New York: Chicago: 
J. F. ANTISDEL, C. D. BERTOLET, 
9 WV, 29th Se. 705 Boyce Bldg. 
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THE PART THE RETAILER 
PLAYS. 


General advertisers at one time 
talked slightingly of the retailer, 
or at least lett him out of their 
plans, General advertising formed 
the channel between manufactur- 
er and consumer. That was the 
idea. The man who made the 
goods spoke direct to the man (or 
woman, perhaps) who consumed 
them. Frequently the transfer 
was made from one to the other 
by mail, or if the retailer came 
into the affair it was as a help- 
less go-between. 

You hear little of this senti- 
ment nowadays, however. 

Most of the big national cam- 
paigns are not only based on the 
retailer (many former mail ad- 
vertisers are diverting their trade 
through retail channels) but much 
general advertising is built on the 
retailer as a basis, with the con- 
sumer almost as a side issue. 
Those large three-colored poster 
ads of mercantile knick-knacks, 


such as shaving soaps, toilet balms 
and floor waxes, are intended to 
be seen and read by the consum- 


er. Yet their prime object in 
most cases is to impress the re- 
tailer and induce him to stock up. 
It may be that some advertisers 
who buy big magazine and news- 
paper circulations to impress the 
retailer, actually believe that he 
can be stampeded by such use of 
large space and ornate pictures. 
But probably, as sober truth, no 
dealer led to stock up by this so- 
called “poster advertising’’ was 
ever fooled by it. More accurate- 
ly than the advertiser himself, the 
retailer gauges the effect of such 
a display on his local public, and 
buys goods accordingly. 

Some of the most productive 
advertising in the magazines is 
now planned in such a way that 
returns are in weeks before the 
advertiser’s goods reach the con- 
sumer. With an article that sells 
well around Christmas, for in- 
stance, the advertiser may plan a 
national campaign in midsummer. 
Space is engaged in magazines 
and newspapers far ahead, copy 
is prepared, goods are being made 
up. Long before the public sees 
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one of the advertisements in De- 
cember publications, the advertis- 
er is at work on retailers, mailing 
them advance sheets of the pub- 
licity that will go out, tabulating 
the number of readers who will 
see it, showing the strong points 
in his appeal. The retailer re- 
ceives this advance stuff, makes 
his own estimate as to how hard 
his own public is going to be hit, 
and orders goods accordingly. 
His order is put in to the adver- 
tiser some weeks before the 
magazines are on the  news- 
stands. The advertiser often makes 
it worth his while in discounts 
to order early, so that there will 
be no over-production of goods 
that are perhaps being made ex- 
clusively for Christmas trade. 
And so, when the public sets out 
in December to buy, impelled by 
the advertising itself, the whole 
operation of moving goods from 
factory to retailer's shelves is 
complete, and sometimes the ad- 
vertiser is receiving his money. 

This is the way advertising 
works out nowadays. No more 
talk about ignoring the retailer. 
Be the pressure upon him, 
through general advertising, ever 
so great, it does not do to plan 
without his judgment. He sizes 
up the consumer—something the 
manufacturer is seldom able to do 
with as great accuracy. He forms 
his estimate, and orders about 
what he thinks will be wanted, 
and upon his own estimate he 
carries the advertiser to just the 
extent the latter is entitled to be 
carried on his showing. And he 
does this for not one, but hun- 
dreds of lines of merchandise 
every vear. Each year his local 
estimates becomes more and more 
important in general publicity 
operations. 

en 
STOKE UP. 

But, fuel is not fire. 

Neither are ashes. 

Only live coals diffuse warmth. 

Cold business facts are simply ad- 
vertising fuel—lifeless material that re- 
quires the spark of human interest to 
kindle it into glowing, vivid realities— 

And when the interest flags and flick- 
ers, conviction dies with it. 

An advertisement should, therefore, 
not only tell the truth, founded upon 


accurate data, but should tell it in an 
interesting way.—Mahin Messenger. 
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(A Roll of Honor ) 


Ne amount of mouey can buy a place in this list for a paper not having the 
requisite qualification. 








Advertisements under th are from publishers who, accord- 
ing to the 1906 issue of Kowell’s American Newspaper Directory. have submitted a 
that edition of tne Directory a duly signed and date 
also from publishers wno for some reason failed to obtain a sa gl rating in the 1906 
Directory, but have since supplied a ct d above, 
covering a period of twelve months peter to the date of making the statement, sucn state- 
ment being available for use in the 1907 issue of the American Newspaper Directory. Cir- 
culation figures in the ROLL oF Honor of the last named cnaracter are marked With an (> ). 











iad 


who believe that an advertiser has a right 





Th are generally reg 
to know what he pays his hara am for. 


The full meaning of the Star Guarantee is set forth in Rowell’s American 
Newspaper Directory in the catalogue description of each publication possessing 


- No publisher who 


has any doubt that the absolute accuracy of his circulation 


tatement would stand out bright and clear after the most searching investigation 
would over for a moment consider the thought of securing and using the Guarantee Star. 


ng yg 
Birmingham. Ledcer. d ‘or 1905, 
22,06¥. Best advertising I mon in Alabama, 


Montgomery, Journal, dy. Aver. 1905, 8,677. 
The afternoon ome newspaper of its city. 


ARIZONA. 


Thome, Republican. Daily aver. —_, 6.881. 
Leonard & Lewis, N. Y. Reps., Tribune Bidy. 


ARKANSAS. 


an Smith, Times. Act. av, 1905, 8,7 
. aver. for May, hos ‘and Suly, 1906, 4. 32. 


CALIFORNIA. 
Meuntain View, Signsof the Times. 
ly average for 1905, 22,580. 
San Pupneions. Pacific Churchman, semi-mo.; 
Episco; . Cir. 1905, 1,427 ; Dec. 1906, 2,500, 


San Francisco. Sunset montbly; 
literary; 192 to 224 pages, 5x8. Average circula- 
tion ten months beginning December, 1905, 64,- 
500. Home Offices, Fi Building. 


COLORADO. 
Denver. Clay’s Review, weekly; Perry A. Cla: 
Actual aver. for 1#04, 10,926, Sor 1905, 11.65 
Denver, Post. The trail of yd mighty Gites 
leads from the West. Start Bzeu way with a 
Wantad in the Post. Cir. dy. 68,686, Sy.% 6.821. 
GF The absolute correctness of the latest 
circulation rating accoraed 
the Denver Post is guaran- 
teed by the publishers of 
Rowell’s American News- 
paper Directory, who will 
pay one hundred dollars to 
the first person who success- 
fully controverts its accuracy. 


CONNECTICUT. 

Bridgeport, Evening Post. Sworn dy. av. '05, 
11,028, now over 12.500, E. Katz, 8S. agt. N.Y. 

Meriden. Journal, evening. Actual average 
Sor 1905, 7,587. 

Meriden. Morning Record and Republican, 
Daily average for 1905. 7.578. 

New Haven, Evening Register. ete. Actual 
av. for1905,18.711: Sunday, 11.31 

New Waven. Pal!adium. dy. Arer. 1904, 7.857; 
1906, 8,686. E. Katz, Special Agent, N.Y. 

New Haven. Union. verage 1905, Vag 
3d. quarter 1906, 16,485. é Katz, 8. Agi., N. ¥. 


New London, Day, ev’g. Aver. 1905, «.109, 
fat 6 mos. 1906, 6.068, £ ” Katz. . Sp. Agent, 


Actual 





Norwalk. Evening iene. Daily average r- 
anteed to e. 3.100 Sworn cireutetion 
statement furnished. 


Nerwieh. Bulletin, morning. Averuge for 
1904, 5.850; 105, 5.920; 5.920; now, 6,588, 


dy. Arer. for 1905, 
1 Spec. Agents, N, Y: 
DISTRICT OF COLUMBIA. 


ty ye Evening Star, daily and Sun- 
day. Daily average for 1905. 85.550 (@®@). 


bb ey my 2 Republican, ¢ 
5.64 ruste 


FLORIDA. 


Jacknonvilie. Metropo day. Arerage 1905, 
8,980. Oct. 1906, 9,407. EH. Katz, Sp. Agt., N. ¥Y. 


GEORGIA. 

Atlanta. Journal, dy. Av. 1905,46.088. Sun- 
day 47.998. Semi-weekly 56.781; aver. 1906, 
daily, 50.857, Sun., 57.988; semi-wy., 74.916. 
Auguata, Chronicle. Only morning paper. 
1906 average, 6,048. 


ILLINOIS. 


Ashley, Gazette. Circulation 1 182. Largest 
and only proven circulation in Washington Co. 


Au Beacon. Daily average for 
1905, pit My Fn months of 1906, 6,245. 


Catro. Citizen. 
months 1906, 1,529. 


e- Bakers’ fieiper, monthly ($2.00) 
Bake’ elper Co. Average Jor 195, 4,100(@@). 


Chicago, Breeders’ Gazette Gazette, wy.; $2.00. Aver. 
circ’n 11 months endiny Nov. 28, 196, 69.667. 


Dally: average first aizx 


Chieuge, Dental Review, monthly Actual 
average fi 


‘or 1905, 8,708; for 1906, 4,001. 

Chiea Beene, Average for 1905. 144,« 
806 copies datly; 9% of circulation in city 
larger city p Bad tl ~ any v1. 
cago morning papers combined. mined 
aesoosation of American Advertisers. Smith 4 
Thompson, Representa 


Chieago, Farm Loans and City Fondo. aoe 
ing investment paper of the United State 


Chieage. Inland Printer. Actual arerage cir 
culation for 1905, 15.%66 (@ ©). 


Chicago. The Tribune has the largest two-cent 
—- in _ world, and ieee — 
ion of any morning newspaper 
oe fe th the only Chicago newspaper Gal onaie. 


tatires. 
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Ohieage, Record-Herald. Average 190s, daily 
145.761, Ne 5 
146.456, ‘gendey 133-490. sien ciitaandatines 
Ga The absolute correctness of the latest 
circulation rating accorded 
the Chicago Record-Herald 
is guaranteed by the pub- 
lishers of Rowell’s American 
Newspaper Directory, who 
will pay one hundred dollars 
to the first person who successfully con- 
troverts its accuracy. 


Joliet, Herald evening and Sunday morning. 
Average for year ending July 17, 196, 6,266. 


INDIANA. 


eegesttie. Journal-News. Ar. for 1905, 14.- 
. Sundays over 15.000. E. Katz, 8. A..N.Y. 


eee Up-to-Date Farming. 1905 av., 
166,250. Now 200.000 4 timesa mo.,75c. a line. 


a Dame. The Ave Maria, quae weekly. 
tual net averuge for 1905. 24.38 
“aioe Clarion-News, i pm weekly. 
Daily average 195, 1,447 1,447; weekly, 2,397. 


Rishmend. The Evening Item, daily. Sworn 
average net id cireulation for 185. 4.07. 4; nine 
o— ang Sept. 3u, 1906, 4.41 sept.. 

906, 5.018. Over 3,400 "out of 1800 tichmond 
Somes are regular subscribers to the Evening 


Item. 
South Bend. Tribune. Sworn daily nrerage. 


Nov, 1906. 8,921. Absolutely best in South Bend. 


INDIAN TERRITORY. 


Muskogee. Times Democrat. /905, av., 2.881; 
3 mos. ond May 196, 5,215. E. Katz. Agt. N. Y. 


IOWA. 
PP pa at Catholic -Y ani weekly. 
ctual nace 1905, &. $14. 
pirating es. Datly aver. Dec., 12.542. 
Circulation in City oF or total guaranteed greater 
than any other paper or no pay Sor space. 

Des Moines. Capital. aaily. Lafayette Young, 
ublisher. Actual ave sold 1905, 59.17% 
Present a yt 000. City and Bate 
circulation largest in Iowa. More local advertis- 
ing in 1905 in 342 issues than any competitor in 

365 issues. The rate jive cents a line. 
Des Moines, peep and Leader—daily and 
—carries re “Want” and local display 
advertising t than any other Des Moines or Iowa 
paper. Average circulation sulation for Nov, dy. 80.069. 


Des Moines. The People’s People’s aed Monthly. 
Actual average for 1905, 182,175 

Sioux Wity. Journal, daily 

sworn, —> Average 
1906, 29,0. 

Sioux oity. Tribune. Evening. Net sworn 
. arerage 1905, 24.287 : Oct . 1906,28,004. 

u can cover Sioux City thoroughly by using 

The’ Tribune only. Itis subscribed for by prac- 
tically every family that a newspaper can inter- 
est. Only Iowa paper that has the Guaran- 


teed Star. 
KANSAS. 
Hutchinson. News. Daily - 8.485. Oct. 
196, 4.500, E. Katz, Special A 2. Y. 
Lawrenee, World, evening evening 4 ati Copies 
printed, 1905, daily, 8.57%; w 78; weekly, 8 186. 


Pittsburg, Headlight. dy dy. and wy. 
werage for 1905, daily 5,230, pean Pt 8. ots." 


KENTUCKY. 


Lexington. Leader. Av.’05., evg. 4.694, Sun. 
6.168; Oct. 06, 5,216. Sy. § Sy. 8.866. E. Katz,S. A. 


Marton, Crittenden ien Record, weekly. Actual 
average for year ending October, 1905, 1,882. 


Owensboro. Dail ie. Larger circ. than 
any Owensboro daily. io charge unless true. 


LOUISIANA. 

New Orleans. Item. official journai of the 
city. Av.ctr. Jan., 24.615: fur Feb., = 
25.419; for March. 1906, 26.0693 for April, 
26,090. Av, cir. Jan, 1 to June 30, 1906, 25," 196. 


° pn Sor 1905 
or jirst six months, 





PRINTERS’ INK, 


MAINE. 


Augusta. Comfort,mo. W. H. Gannett, pub. 
Actual average sor 196, 1,269,578. 


Augusta, Kennebec Journal, dy. and wy. 
Average daily, 1905, 6.986. weekly, 2,090. 


Bangor. Commercial. 
9.455. weecly 29,117. 


Averaye for 1905, datly 


Dover. Piscataquis Observer. Actual weekly 


averaye 195. 2.019. 


Lewiston. Evening Journal, daily. 
1905, 7.298 (OO). weekly 17.448 OO). 


Aver. for 


Madison, Bulletin, wy. Cir. 1995, 1,484; now 
exceeding 1.600, Only paper published in pros- 
perous manufacturing and farming section. 


hg MaineWoods anc Woodsman.week ly, 
. W. Brackett Co. Arerage for 1905, 8.077%. 


Portland. Evening Express. Average for 1905, 
daily 12.005. Sunduy Telegram, 8,428. 


MARYLAND. 


Annapolis. U. 8. Naval Institute, Proceedings 
of;q.; copies printed ar.yr. end’g Sept.1905,1,637, 


Baltimore, American, dy. Av. first 6 mo. 1906, 
Sun., 85,142; d’y, 67.714. No return privilege. 


’ Evening News Pub- 
lishing Company. Arerage 1#5, 60.678. For 
nber, 1906. 
absolute currectness of the 
Litest circulation rating 


Baltimore. News, daily. 


jirst person who suc ‘ully con- 
troverts its accuracy. a 


MASSACHUSETTS. 


Boston. Christian Endeavor World. A leading 
religivus weekly. Actual average 1905, 99.491. 


Boston. Evening Transcript (QO). Boston's 
tea tuvle paper. Largest amount of week day adv. 


Loaton. Globe, Average 1905, datly, 192.584. 
Sunday, 299.648. “Lurgest gi~ my Daily 
of any twocent paper in the United States. 
100,000 more circulation than any aa Sunday 
paper in New England.” Advertisements go in 
morning and afternoon editious for one price. 
t2 The absolute correctness of the Jatest 
circulation rating accorded 
the Boston Globe is guaran- 
teed by the publishers of 
Rowell’s American News- 
paper Directory, who will 
pay one hundred dollars to 
the first person who successfully cone 
troverts its accuracy. 


Boston. Post. Average for 1906, Boston 
DaILy Post, 237.848: increase 0; 7.421 per 
day over 1905. Boston SUNDAY Post, 228.072: in- 
crease of 86.158 per Sunday orer 1905. First 
New Englana paper to cr in linotypes. First 
New England paper t in the autoplate. 
Has in its big’ B plant the , t-h., — moxt 
expensive press in the world. Boston 
newspapers in amount of Boy ‘busine 88. 
“Tne Great Breakfast Table paper of New Eng 
lana.” Covers Boston and New England more 
thoroughly than any other paper. Bu!k of its 
citeulation delivered in homes of middie-class, 
well-to-do portion of community. 

corr of the latest 


BF" The absolut 

circulation rating accorded 
the Boston Post is guaran. 
teed by the publishers of 
Rowell’s American News- 
paper Directory, who will 
pay one hundred dollars to 
the first person who successfully contro- 
verts its accuracy. 


UA 
Can 
TEED 





GUAR 
AN 
TEEO 


igen. | Evening News. 1" average for year 


ending August 31, 1906, 2,1 





The Indianapolis 
NEWS 


The Home Paper of Indiana 














10,000 Daily in PAID 93 per cent of Circu- 
Indianapolis CIRCULATION lation Delivered 
Alone 1905-1906 Directly to Homes 




















Average net daily paid circulation, 1905 
Average net daily paid circulation, 1906 
Daily increase 1906 over 1905 


This is net circulation, exclusive of all copies to advertisers, 
exchanges, files and office use, returned samples and papers sold after 
day of publication. Press-room, paper accounts, circulation records, 
mail-room and cash books can be inspected by advertisers at any time. 


ADVERTISING 1905-1906 


Total columns, 1905........22,434.81 Daily average. .71.67 
Total columns, 1906 23,149.67 Daily average. .73.96 
Increase 1906 over 1905... 714.86 2.29 
During the year 1906 the other Indianapolis daily papers printed a 
total of 18,807.80 columns of advertising, exclusive of Sunday editions 
(The News having no Sunday paper). The News having 4,341.87 
columns more than all the others combined. 
In the classified (want) advertising The News easily maintained its 
supremacy, having a total of 315,130 of these ads, 116,929 more than 
all the other city papers combined. 


THE LOCAL MERCHANT HNOWS 


The local merchant is the best judge of the value of an advertising 
medium in his city, because he has made practical tests of them all. 
The foreign advertiser can safely follow the local man on the selection 
of the paper for his use. 

So-called “Christmas Advertising,” that is the advertising of 
merchants for the Christmas trade, is the best criterion of all. From 
November 30 to December 22, 1906, inclusive, The Indianapolis News 
carried a total of 465,373 lines of local advertising, an average of 
23,268 lines, or 77.55 columnsa day. The other Indianapolis daily 
papers, exclusive of Sunday editions (The News having no Sunday 
issue}, printed a total of 307.730 lines, a daily average of 15,386 lines or 
51.28 columns. The News daily average being 7,882 lines or 26,27 
columns more than all its competitors combined. 


Eastern Representative—DAN A. CARROLL, Tribune Bldg., New York. 
Western Representative—W. Y. PERRY, First National Bank Bldg., Chicago. 
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Springfield, Current Events. Alone guar- 


antees results. Get proposition. Over 50,000° 


Springfeid. Goou Housekeeping, mo Aver- 
age 116, 209.55 issue less than 225.000. 
All advertisements ane ranreed. 


W oreester. pe yr + ame daily (© ©). 
Paid average for 1905. 4,2 


MICHIGAN. 
Adrian. Telegram Dy. av. last oo months, 
1905, 5,171. Payne & Young Youngs. Special 


Jackson, slorning chogicce Average 
Norember, 1906, 6,882 paid; Sunday. 
7.55% net ‘paid: pone bah me § 2.818. 
Circulation verified by Am. Adv Ass’n. 


Saginaw. Courier- ier-Herald, daily, Sunday. 
Average 1905. 12,894: Nov., 1906, 14,7838 


8 aginew. Evening News. daily. Average for 
9906, 16.710; Dec., 1906, 20.897. 


Tecumseh, Semi-Weekly Herald. 
average for 1905,1,275, 


MINNESOTA. 


Minneupoilia, farmers’ Tribune. twice - oes. 
w.J.Murphy,pub. Aver. Jor 1905, 46.4 


Minnes polls. Farm, Stock and he sem!- 
monthly. Actual average 1905. 87,187; aver- 
age for 1906, 100,266. 

The absolute accuracy of Farm, 
Stock «¢ Home's circulation rating 
guarauteed by the American 
Newspaper Directory. Circulation ts 
practically conjined to the farmers 
of Minuesotu. the Dakotas. Western 
Wisconsin and Northern Iowa. Use 
it to reach section most propitadly. 


Minneapoll«. Journal, Daily and Sunday 
—_ ~neadegge orto a circulation 67.58%. Daily 
circulation for Dec., 1906, — 


Actual 


‘aver. Sunday cireutation Dec , 1906, 71.76 


bsolute accuracy oF the 
Journal's circulation ratings ia 
guaranteed by the American News- 
paper Directory. It reaches a 
greater number of the purchasing 
classes and gues into more homes 
thax any paper in its field. It 
brings results 


Averaye weekly 


Minnenpelia. Svenska avenee Posten. 

Swan J. Turnblad, pun. 1905, i2. 

OIROULAT’N =a tiene. Ww. 

J. Murphy, pub. Est. i867, Old- 
est Minneapolis daily. The Sun 
day Tribune average per issue 
for the month of November, 
1906, was 79.224. The daily 
by A N Tribune average per issue for 

or Direc. the month of November, 1906, 

tery. was 108,589. 

&t. Paul. A. 0. U. W. Guide 

circulation for 1905, 22.542. 

&t. Paul. Pioneer Press. Net average circula- 

— for January—vaily 35.802. Sunday 82.- 

87. 

: The «absolute accuracy of the 
Pioneer Presa circulation state- 
meuts is quaranteed by the Ameri- 
lara can Newspaper Directory. Ninety 

AN per ceut of the moneu aue for sub- 
TEED scriptions is collected showing that 
subscribers take the paper because 
they wart it, All matters pertain- 

ing to circulation are open to investigation. 
Winona. Republic: an-Herald, oldest, largest 
and best newspaper in Minnesota outside the 

Twin Citiesand Duluth. R.O. P. rate 12c. per inch 

MISSOURI. 
Joplin. Globe, —~. Average 1905, 18.894, 

Oct.’06, 15,769. E. Katz. Special Agent, N. Y. 

Kaneas City. Journal. Circ’n, 275.000; 

205.0.0 Weexly—display and ciassified, 40 

= a line, flat; 70,000 Daily and Sunday—dis- 
lay, 1c.; class’ ified, 7e. Combination Weekly 

aa bunday —display. 48e. Literature on request. 
Kanaas City, Western Monthly. Reaches prac- 

tically all mail-order and general advertisers 
St. Jonenh, 

1905, 83, 158. 


News and ress. Circulation 
Smith & Thompson, Lust. Reps. 





PRINTERS’ INK. 


Louis. Courier of Medicine, monthly. 
aid average for 1905, 9. 925. 


St. Louis, Interstate Grocer bas three times 
more circulation than three other Missouri gro- 
cery paperscombined. Never less than 5.000, 


St. Leuts, National Druggist. mo. Henry k. 
Strong, Editor and Publisher. Average for 1905, 
8.041 (@©). Kastern office 59 Maiden lane. 

&t. Louis. National Farmer and Stock Grower, 
monthiy. Averuye for 1906. 104.200, 


MONTANA. 


Missoula, Missoulian, every morning. Aver- 
age six mouths ending June sv, 1906. daily 4,585, 
Sunday 6,400, 


NEBRASKA. 
Lineoln. gone en Farmer. weekly. 
Averuge 1905, 147.4 


Lineoin. Freie <— weekly. 
for 1905, 180.784. 


Lineein, Journal and News. 
1905, 27,09 


@maha, Farm Magazine. monthly. Arerage 
circulation year ending January, 196, 40,714, 
NEW HAMPSHIRE. 


Nashua, Telegranh. The only daily in city. 
Daily average year ending July, 1906, 4.82%, 


NEW JERSEY 
Camden, Daily Courier. Actu:l average for 

yearending December 31, 1905, 8.728 (2). 

Elizabeth. Journal. Av. 1904. 5,522: 
6.515; ist 6 mos. 1906. 7.176; June, 2.877. 

Jersey City. Evening Journal. 4reraye for 
1905.22.546. First six months 1906, 23,085. 

Newark. Evening News. Evening News Pub. 
Co. average for 1905. 60.102: Nor., 66,487, 

Plainfield, Daily Press. rerage 19/5, 2.874. 
Sirst7 months. :906,2. 983. ic sthe leading paper. 


Trenton, Evening Times. Net Are. ’04. hg - 
374;'05. 16,458; '06, 18,287: Jan. 19.05 


NEW YORK. 
Albany. Evening Journal. Daily averaye for 
1905, 16.812. IJt’sthe leading puper. 


Ripe Courier, morn, Ar.1905, — 
7A; daily 483.008; Enquirer, even.. 31.027 


Actual average 


Daily average 


1905, 


Ruffalo. Evening 5 al 


SS.457; 195 94.69 
1905 average. 2.8113 


Daily averaye 1904, 


Catakill, Recorder. July, 
1906.8.940. Best adv. medium in Hudson Valley, 


Corning. Leader, evening. 
G.2E82 1905 6.5955 1906, 6,585 
Glens Falls. Times. Est. 1878. Only ev’; a paper. 
Average year ending March : 1, 1906, 2.54 

Granville. Sentinel, weekly. Actual areraue 
Sor 1905, 8.270. 

LeRoy. Gazette, est. 1826. Ar. 2.550, 
Largest wy.cir. Genesee. Orleans, Niagara Co's 

Mount Vernon. Argus, evening. Actual daily 
average for 1906. 8.995. 

Newburgh. News, daily. Ar. '05,5.160. 38.000 
more than all other Newburgh papers combined. 

New York City. 

Army & Navy Journal. Est. 1865. fafual wecity 

average for first 7 months. 1906.9.626 e 


Averaye, 1904, 
>. 


1906 


_ Atlantis, Daily Greek Newspaper. 51 Vesey 
St., New York, established 1894 — (vrenlation 
12.000; daly, net paid. 50,000 Gre -eks arrive? 
in 19%6—three direct steamships lines between 
Greece and United States. 

Automobile, weekly | Average for year ending 
July 26, 1996, 14,615 (0%). 


Raker’s Review monthly. W.k Gregory Co., 
publishers) Actual srerage for 1905, &.00s, 


family monthly. Pen- 


Benziger’s aggre e. 
ar ge for 1995,44.166, pres- 


ziger Brothers. 
eutctreulution, a 


Chipper, weekly (Theatrical). Frank Queen 
Pub. Co.. Ltd. Aver. for 195, 26.2285 (O@) 





PRINTERS’ INK. 


E] Comercio, mo. Spanish export. J. Shepherd 
Clark Co. Average for 1906, 8,242—s orn. 

Ice Cream Trade Journal, mo., 150 Nassau St 
Average for 16, 2,100 copies. 

Jewish Morning Journal. Average for 1906, 
67.698. Only Jewish morning daily. 


Music Trade Review. music trade and art week- 
1. 


ly. Averuge for 1905, &.84 
tablished 1888 <Actual weekly average 


Ww Sor 196, 11.708. 


The People’s Home Journal. 554.916 mo 
Good Literature, 452. ty monthly, average ctr- 
culations for 196—all t — sub- 
scribers. F. M. Lupton. pubdi pu 

The Tea and Coffee Trade Journal. 
errculation for year -— Sept., 1906, 
September. 1906. issue. 6.998. 

Theatre Magazine,monthly. Drama and music. 
Actual average for 1905, 58,038, 

The World. Actual arer. ror 1905, Morn.. 
490. Ereuing. S71.706. Sunday, 411.074. 

Rochester, Case and Comment, mo., Law. 
Av. for year 1905,80,.000, Guaranteed 20,000. 

Seneneetnay,. Gazette. daily. A. N. Liecty. 
Actuai averaye for 19vb, 12.574; 1905, 1. 8. 


Printers’ Ink, a journal for adver- 
tisers, published every Wednesday. Es- 


Average 
6.481; 


205.- 


Syracuse, Post-Standard. Dy. cir. last 3 mos. 
80.350 copies. The home newspaper of Syracuse 
and the vest medium for legitimate advertisers. 


Utiea. National fecmeel Contractor, mo. 
Average for 1905, 2.645 


Utten. Press. daily 
Average for 1905. 14, 


NORTH CAROLINA. 
Ceoneord. Twice a-Week Times. Actual aver- 
age for 195, 2,262. 
Raleigh. Biblicai Recorver, weekly. Av. 1903, 
S,ST2. Av. 194, 9.756. Ar, for 1905. 10.206, 


Raleigh, Times. North Carolina's foremost 
afternoon paper. Actual daily average Jan. ist 
to Oct. :st, 1906, 6,551; weekly, 8,200. 


Raleigh. News and Observer, N. C.’s great- 
est daily. Sworn average 1905, 10.202, more 
than double that of any other Raleigh daily, 40% 
greater than that of any other daily in the Stute. 


a A. Meyer. publisher. 


Winston-Salem leads ali N.C. towns in manu 
facvuring ‘the Twin-Citv Daily Sentinel leads all 
Winston-Salem papers in circulation and advyz. 


NORTH DAKOTA. 
Grand Forks. Herald. Crre'n Ang. 1906, 
8.019. North Dakota’s iigmest Daily. |.aCoste 
& Maxwell, 140 Nassau St., N. Y. Representatives. 


jee Forka, Normanden. Av. yr. ’05, T,201. 
Aver. for Jan., Feb., Mar. and Apr,, 1906, 7,795. 


OHIO. 
Amerikan Sanomat 
10.766. 


Cleveland, Plain | ger yr Est. 1841. Actual 
daily average 1905, 77 9 (2); Sunday, 74.960 
(3); Dec., 1906, 69,9 rr" Sun., $7,961. 


Coshocton, Age, Duly ar. ist 6 mos. '06,3.101; 
in city 10.000; factory pay-rolis $150,000 monthly 

Dayton. Laborers’ Journal, mo. Circulates 
ze merely mn U.S. - Canada; 5c. agate line, fiat 
rate Sor :906,12,.816 copies Sole exclu- 
sively Vaton Laborers’ paper published. 

Dayton,The Watchword. Illus. Young People’s 
Paper. Ar. 195,883,519. 15c. per agate line. 


SortngSeld. Farm and Fireside, over 44 cen- 
tury leading Nat. agricult’! paper. Cir.415,000. 


Ashtabula, Finnish. 


Actual average for 1905. 


Springfield, Woman's Home Companion 
June, 1906, , circulation, 565,000; 115.000 above 
guarantee. Executive offices, N.Y. City. 


Youngatown. Vindicator. Dy ar, "05. 12.910; 
Sy. 10,178: LaCoste «¢ Marwell. N.Y. & Chicago. 


Zaneaville. Yimes-Kecorder. Ar.’05, 10.564, 
Guaranteed. Leads all others combined by 50%. 
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OKLAHOMA. 


Okishows City, The Oklahoman. 1905 arer. 
11.161; Nov.. 1966,16,287. E. Katz. Agent. N.Y. 


OREGON. 


Portland. Evening Telegram. Largest exclu- 


sive circulation of any newspaper in Oregou 


Pertland. Pacific Northwest, mo. 1905 arerage 
15,588. Leading farm paper in Stute, 


PENNSYLVANIA. 


Erie. Times, daily. arer. for 1906, 17.110, 
Dec., 1906, 17.654, E. Katz. Sp. Ag., N. ¥ 


Narriaburg. Telezrapb. Sworn ar , Oct., 18.° 
926. Largest pad circulat’n in H’b 9, ur no pay. 


Philadelphia. Confectioners’ Journal. 
Av, 1904, 3.004; 1905, 5, HATO tO. OF} 


Philadel phla. German erman Daily Gazette. Aver. 
circulation, 1905, daily 51.50%: Sunday 44.465, 
sworn statement. Circulation books oven. 


The Philadelphia 
BULLETIN’S 
Circulation. 


The following figures shows the actual daily 
average net paid _- of THE BULLETIN 


for each month of 
January.. 212.808 copies 
February. . 226,641 * 
March..... - 229,790 
April. 233,531 
May... 218,465 
220,699 
217,053 
. 209,117 
-220,477 


mo. 


September .... 
October....... .226,833 
November... . . .228,615 
December 226,988 


“The Bulletin’s” circulation figures are net; 
all damaged. unsold, free aud returned copies 
have been omitted. 


WILLIAM L. McLEAN, Publisher. 
‘In_ Philadelphia nearly everybody reads 
‘The Bulletin.’ ” 
Vhiludeiphia, Fartw Journal, 
montaty. Wilmer Atkinson Com- 
Average for 
. - Printers’ Ini 
awarded the seventh Sugar Bowl 
to Farm Journai for the reason 
that“'that paper. among ali those 
“puodlisned in the United States, 
jhas oern pronounced the one 
“tnat best serves ‘ts purpose as 
“an educator avd counseior 
“ror the agricultural popula- 
“tion, and as an effective and 
“economical medium Sor com- 
“municating with them 
“through its vavertising coumns.”” “Unlike any 
other paper. 


UA 
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Philadelphia. The Press is 
Philadelphia’s Great Home News- 

per. Besides the Guarantee 
Star,it hasthe Gold Marks and is 
onthe Koll of Honor—the three 
most desirable distinctions for 
any newspaper. Sworn daily av 
erage for first six months 1906, 
103,419; Sunday average, 148,949. 


Philadelphia. The Merchants’ Guide, pub- 
lished weekly. “The paper that gets resuits.”’ 

Philadelphia, West Phila. Bulletin, weekly. 
Circulation 5.000. James L. Waidin, publiaher. 


Pittaburg, The _— Presbyterian. Weekly 
circulation 1905, 21.3 


UA 
by 
TEED 
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Weat Chester. Local News, 

daily. W. H. Hodgson. 4:erayefor 

1905, 15.29%. In its 34th year. 

Independent. Has Chester County 

aud vicinity for tts field. Devoted 

to home news. henze is 2 home 

paper. Chester County is second 

an the Stute m agricultural wealth. 

Willlamapors, Grit. Americu’s Greatest 

Weexly Average 1905,226.713. Smith & Tnomp- 

son. &eps., New Yorn and Chicago. 
York. Dispatch and Dally. 
months ending April, 1906, 16,28 


RHODE ISLAND. 


Pawtueket. Evening Times. Aver. circulation 
Jour months ending April 30,06,17.202 :sworn). 


Providence. Daily Journal. 17.¢ 
Sunday, $3.00). Erening Bulletine?, 
averave’ #5. Providence Journai Co. pubs. 


eee Sor 6 


Providence, Real Estate Register; finance, 
b’ld g, etc.;2,528;sub's pay 24<¢ of total city tax. 

Weeateriy. Sun Geo H. Ucter,pub. Aver. 1995, 
4.467. Largest circulation in Southern R. 1. 


SOUTH CAROLINA. 
Oharieston, *vening Post. Actual dy. aver- 
Gge for 195,4.805. August, 1906. 4.658, 
Coiumobia, State, Actual aver- 
age for 1905, daily 9.587 copies; 
GUAR sem:-weekly, 2,625; Sunday, 1905, 
AN 11.072, actual average first eight 
TEED months 1906, daily 11,005 (O©) 
Sunday 11.978 (OO). 


TENNESSEE. 


Knoxville Journai and Trib- 
une. Daily arerage year ending 
December 31, 1905 O13. Weekly 
average 1904, 14.4 

One of only three papers m 
the South. and only paper in 
Tennessee aicarded the Guarantee 
Star. The leader in news, circula 
tion, influence and udrertising patronage 


Knoxville. Sentinel. Car advertis 
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Carries more 
ing in six days than any other Tennessee news- 
paper in seven. Write us. 
Fe piggeree Commercial Appeal. d rily, Sunday, 
eekly average 195, daily 3S.9 Sundau 
peer . weer lu, 80 Smith & Thompson, 
Representatives N. ago. 


Circulation year 


Memphia, Times, 
enainy February, 4 110. 


Aver, for year 190°, 


Sunday 
2 


194, 20.7083 for 1905, 30,227. 


TEXAS. 

Beaumont, Texas, Enterprise. Arerage 1905, 
5,487; present output over 10,000 guaranteed, 

FE! Paso. Herald. Av. Nor. 06. 6,758; Mer 
chants’ canvass showed HERALD in 80% of El 
Paso homes, J.P. Smart, azt, N. 

VERMONT. 

Barre. Times, Jaily. F. E. Langley. Aver. 1905, 
8.527; 196,4.115. 

Burlington. Free Press. Dariy av. 05, 6.558, 
for Sept..8.446. Largest city and State circula- 
tron. Examined by Association of American 
Advertisers. 

eon 
4905, Bo 242 

Rutland. Herald. 
erave 1905, 4,286 

&t. Albana, Messenger. daily. Actual average 
Sor 195,3,051. Jan , 1206 to Sept , 

VIRGINIA. — 

Danville, The Bee. Av 196. 
1906, 2,479. Largest cir’n. 

Richmond. News Leader. Sworn dy. av. 
29.548. Largest in Virginias and Carolinas. 


Wineheater. Evg., Star covers the richest sec- 
tion of the Shenandoah Valley. Ar.cir. 8.158. 


WASHINGTON. 
Taeoma. ledger. Average first six months 
1906, daily, 15.878: Sunday 21,111: wy. 9.642. 


Argus. Actual daily average 


. Arerage 1904, 3,327. 


Ar- 
1905, 3.318. 


. December, 
enh er ‘e' g pauper. 


1905, 





Tacoma. News. Arerage gret ‘our months 
1906, 16,212; Saturday, 17.687 f 


Seattle, Post Intelligencer (OO). 
aeraie Tey Dec., 196, net—Sun- 

P 188; Daily’ 29, 444; 
week day. 27.2778. Only ming 
paper in Seattle; only guaranteed 
Gold Mark circulation in Wash- 
ington. FULL PAID, of superior 
value and greatest BUYING POWER. 


WEST VIRGINIA. 


Parkersburg. Sentinel. oy. R. E. 
pub. Average jor 1#5, 2.442 


Ronceverte. W.Va. News, wy. Wm. B. Blake 
& Son, pubs. Average jsirst 7 months 1906, 2,182. 


WISCONSIN. 
Janeaville. Gazette. d’lyand s-w'y. Circ'n— 
average 1905, daily 8,149: semt-weekly 8,059, 


Madison. State Journal, dy. C:rculation aver- 
age 1905,3,4S82. Onlyasternoon paper. 


Milwankee. Evening Wisconsin, d’ Ye. Av. 
26.648; November. 1906, 29.805 (@@). 


Milwaukee. The Journal.ev’g. 
Arerage 1906. 44.505: Dec., 16. 
46.157. The paid daily circu- 
lation of The Milwaukee Journal 
1s double that of any other even- 
ing and more than is the paid 
circulation of any Milwaukee 
Sunday newspaper. 


Northwestern. daly. Average for 
One year to 4w to aug. 1,1906, 2.904 


T WISCONSIN 
Ag GRICOLTORIST 


Kactne, Wis. wy. Est. 
187 Actual aver. for 1905, 
41.748: for 1996. 48.449. 
Larger circulation in Wiscon- 
sin than any other paper Adr. 
$3.50 an inch. N. Y. Office. Tem- 
ple Ct. W.C. Richarason, Mgr. 
Sheboygan, Naily Journal. 
1,610. Onljy paper with telegraphic servi 


WYOMING. 


Cheyenne, Tribune Actual datlu average vet 
for 1905, 4.511; first six mouths, 1906, >,079. 


BRITISH COLUMBIA. 

\ one ay Province. dailv, Arerage for 
1906. : Dec.. (96, 11.408. H. DeClerque, 
U.S. Re * ‘hicago and New York. 

Victoria, Colonist daily, Colonist P. & P 
es Aver, for 1904. b6 \; fori95, 4,508. 

. S. Rep., H. C. Fis her, New York. 


MANITOBA CAN. 
Winnipeg. Free Press, daily and weekly. 


erage for 15. daily. 80.048; daly Dec., 
36.826; wy. av. for mo. of Dec., 23.650. 


ivy. 
ert 
TEED 


Hornor 


1905, 


Oshkeaah, 
1905, 7.658. 


AN 
TEED 


Average 1905, 


Ar- 
1906, 


Winnipeg, Telegram. Daily average October, 
21,8 Weekly average, 16,500, Flat rate. 

Winnipeg. Der Nordwesten. Canada’s Kep 
resentative German Newspaper. Visits every 
German home in Western Canada once a week. 
Aver. for the year end. Dec, 1906. 16,077: : 
last three months, 16.507. Rates 6c. per in 


NOVA SCOTIA, CAN. 
Walifax. Herald (© ©) and Evening Maii. 
Circulation, 195, 15.558. Flat r 


Teronto. Canadian Implement and pa 
Trade. monthiy Arerage Sor 195, 6,088 

Toronto, The News. Sworn arerage daily 
circulation for six menths ending June 30, 1906, 
88.403, Advertising rate 6c. per inch. Flat 


QUEBEC, CAN. 
Montreni. La Presse. La Presse Pub. Co 
Lta., publishers. ictual average 1904, datly 
s¢ 9; 1905, 96,771; weekly, 48.207. 
Montreal. Star.dy.&wy. Graham &Co. dv. 
for 1904, dy. BK.T9S, wy. T25,2 40, Av. for 1906 
dy. 58.125: wy. 126 
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(© ©) GOLD MARK PAPERS(@6O) 





mat of a grand total of 23,461 publications listed in the 1996 issue of Rowell’s American Newspa- 
per Directory, one hundred and fourteen are distinguished from all the others by tne so-called gold 


marks (@©©). 





WASHINGTON, D.C. 


THE EVENING AND SUNDAY STARK (OO). 
Reaches % of the \\ashington homes. 


GEORGIA, 
ATLANTA CONSTITUTIUN. Aver. 195, Daily 
peers ogee 45,731. Wy,'0é, 107.928. 
CGUSTA CRRORICLE (oO). 
olen 1905 average 6. 


ILLINOIS. 


GRAIN DEALERS’ JOURNAL (OO), Chicago, 
prints more cias’fl’ ‘dads than all others inits line. 


THE INLAND PRINTER, © gr “ue @- 
ual average circulation for 1905, 1 


BAKERS’ HEL PER (© ©), Chicago, only “Gold 
Mark’ baking journal Oldest, largest. best 
known. Subscribers in every State and Territory. 


TRIBUNE (© ©). Only paper in Chicago re- 
ceiving this mark. because TRIBUNE ads bring 
Satisfactory results. 

KENTUCKY. 

LOUISVILLE COURIER-JOURNAL 
Best paper in city ; read by best people. 


Only morning 


Act- 


(© ©). 


MASSACHUSETTS. 

Boston, Am. Wool and Cotton Reporter. Rec- 
ognized organ of the cotton and woolen indus- 
tries of America (QO ©) 

BOSTON EVENING TRANSCRIPT (@O). estab- 
lished 1830. The only gold mark daiiy in Boston. 

TEXTILE WORLD RECORD (@©), Boston, is 


quoted at home and abroad as tre stanoard 
American textile journal. 


WORCESTER L’OPINION PUBLIQUE (© ©) is 
the leading French daily of New England. 


MINNESOTA, 


NORTHWESTERN MILLER 


(@O) Minneapolis, Minn ; $3 per year. Covers 
milling and flour trade all over the world. The 
only “Gold Mark” milling journal (OO). 


NEW YORK. 
BROOKLYN EAGLE (QO) is THE advertising 
medium of Brooklyn. 


NEW YORK TIMES (©@). Largest bie class 
circulation. Daily city sales over 100.000 


THE POST EXPRESS (©@). Rochester, N.Y. 
Best advertusing medium tn this section. 


ENGINEERING NEWS (@©).—An acknowl- 
edged authority.—Tribuve, Lawrence, Kan. 


ARMY AND NAVY JOURNAL (QO). First in 
its class in circulation, influence and prestige. 


VOGUE (@©) is authority on woman’s fash- 
ions. Its readers represent purchasing power. 


ELECTRICAL REVIEW (© ©) covers the field. 
Read and studied by thousands. (Oldest, ablest 
electrical weekly. 


HARDWARE DEALERS’ MAGAZINE. 
In 1906, average issue, 20,791 ( ) 
Db. T. MALLETT, Pub., 253 K way, N. Y. 


STREET RAILWAY JOURNAL (@@). The 
stanoard authority the world over on street and 
interurban railroading. Average weekly circu- 
lation during 1905 was 8,160 copies. 


NEW YORK HERALD (@©). Whoever men- 
tions America’s leading newspapers mentions 
the New York HERALD first 


CENTURY MAGAZINE (© ©). There area few 
B.. in every community who know more 
than ail the others. MJhese people read tne 
CENTURY MAGAZINE 

NEW YORK Le tae ‘© ©). daily and Sun- 
day. Established 184 A conservative, clean 
andup-to-date new og whose readets repre- 
sent inteilect and purchasing powertoa bigh- 
grade advertiser 


Ege" TRICAL WORLD (06 LD (@©). Established 1874. 

he great international weekly. Circulation 
audited. verified ana certified by the rere Sep 
of American Advertisers, Average weekly cPr- 
cuiation first six months of 1906 was 18,865. 


Olle. 

CINCINNATI ENQUIRER (@©). Great—influ- 
ential—of world-wide fame. Best advertising 
medium in prosperous Middle West. Rates and 
information supplied by Beckwith, N.Y.-Chicago. 


PENNSYLVANIA. 
CARRIAGE MONTHLY (© ©), Phila. Technical 
joule 40 years; leading vebicle magazine 


THE PRESS (© ©) is Philadelphia's Great 
pam Newspaper. it 1s on tne Roll of Honor and 
has the (snarantee Star and the Gold Marks—the 
three most desirable distinctions for any news- 
parer Sworn daily average first six months 
1906, 103,419; Sunday average 1906, 148,949. 


THE PITTSBURG 
©® DISPATCH o 


The newspaper that judicious advertisers 
always select first to cover the rich. pro- 
ductive. Pittsburg fieid. Only two-cent 
morning paper assuring a prestige most 
profitable to advertisers zrgest home 
delivered circuJation in Greater Pittsburg. 














RHODE ISLAND. 
PROVIDENCE JOURNAL (@©), a conservative 
enterprising newspaper without a single rival. 


SOUTH CAROLINA. 
THE STATE (©©), Columbia, 8. C. Highest 
quality. largest circulation in South Carolina. 


VIRGINIA. 
THE NORFOLK LANDMARK (©@©) is the 
home paper of Norfolk, Va. That speaks volumes. 
WASHINGTON. 
THE POST yng = LIGENCER (@®©). 
morning paper in Seattle. Oldest in State. 
pauper read ana respected by all classes. 


on 


WISCONSIN. 

THE MIL'AUKEE EVENING WISCONSIN 
(@@). the only goid mark daily in Wisconsin. 
Leas than one thousand of its readers take any 
other Milwaukee afternoon newspaper. 


CANADA. 


THE HALIFAX HERALD (@ 
ING MAIL, Circulation 15.558, 


Spo che EVEN- 
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THE WANT-AD MEDIUMS 


A Large Volume of Want Business is a Popular Vote for the 
Newspaper in Which It Appears. 








Advertisements under this 


heading are only desired from 


papers of the emg ynce and class, 


OCULURADO, 
T= Denver Post, Sunday edition. December 
30, 1906, contained 3,579 different,classifieu ads, 
a total of 98 columns. Tne PoOsT is the 
Want medium of the Rocky Mountain region. 
The rate for Wantadvertising in the Post is 5c. 
per line eacb insertion, seven words tothe line. 


CONNECTICCT. 
\ ERIDEN,. Conn.. MORNING RECORD; old es 
4 tablished family newspaper; covers field 
60,000 high-class pop.; leading W ant Ad paper. 
Classitiea rate, cent a word; 7 times.5 centsa 
word. Agents Wanted, half a cent a word. 


DISTRICT OF COLUMBIA. 
7 EVENING and Sunpay Star. Washington. 
. (@ ©). carries DOUBLE the number of 
WANT Ase of any other paper. Rate lc 


GEORGIA, 
LASSIFIED advertisements in the PREss, of 
Savannah, Ga.. cost one cent a word—three 
Insertions for price of two—six insertions for 
price of three. 


a word. 


ILLINOIS. 
MSHE DAILY NEWS is Chicago’s “Want ad” 
Directory. 
HE Champaign NEws is the leading Want ad 
medium of Central Eastern Miinois. 


es TRIBUNE publishes more classified ad 
vertising than any other Chicago newspaper. 


INDIANA. 
f lige Indianapolis NEWS during the year 1905 
printed 96.982 more classified advertise- 
mente than al: other dailies ot Indianapolis 
combined. printing a total of 296.941 separate 


paid Want aas during that time 
912: 4 COLUMNS—232,635 LINES—of Want 
73 Advertising GAUNED bythe Ip1an- 
APOLIS STAR during the last six and a half 
months A record breaker in Newspaperdom. 
Possible because the STAR exceeds any paper in 
Indiana by over 13,000 circulation, and is read by 
more than 400,000 peopie daily. Rates, 6c. per line, 


— HAUTE TRIBUNE. Goes into 82 per 
cent of the homes of Terre Haute. 


INDIAN TERRITORY. 
RDMOREITE, Ardmore, Ind.Ter. Sworn cir- 
culation second in State. Popular rates. 


IOWA. 
HE Des Moines REGISTER AND LEADER: only 
morning paper; carries more ‘“‘want’’ ad- 
vertising than any other jowa newspaper. One 
cent a word. 


fii Des Moines CaPITaL guarantees the lar- 

gest city and the la total circulation 
in lowa. The Want columns give splendid re- 
turns always. The rate is 1 cent a word; by the 
month $1 per line. It is published six evenings 
a week; Saturday the big day. 


KANSAS. 
PPEAL T9 REASON, Girard, Kan.; over 
a 300,000 weekly guaranteed; 10 cents a word. 


T2333 Topen 06 seer during pa ot, ten months 

d “Wants, 637 more than 
all cther 4 ey daily papers ah ode 5c. line. 
Only Sunday paper. _ Largest circulation. 


MAINE. 
[HE Evenine Express carries more Want ads 
than all other Portiand dailies comuined. 


MARYLAND. 
J eae Baltimore News carries more Want Ade 
than anv otner Baitimore daily. It is the 
recognized Want Ad medium ot Baltimore 


MASSACHUSETTS, 
J\HE Boston EVENING TRANSCRIPT is the lead- 
ing educational medinm in New England. 
It prints more advertisements of schools an’ in- 
structors than all other Boston dailies combined. 


30) WORDS, 5 days, for 25 cents, 
DAILY ENTERPRISE, Brock- 


GUA Mass., 


AN 
REED 


ton, solid 


Want ads. Circulation 
10,000. Try this paper. 


f pee BOSTON GLOBE. daily and Sunday, for 

the tirst six months of 1906, printed a total 
of 224,269 classitied ads. There were no trades, 
deals or discounts. here was a gain of 6,804 
over the first six months of 1905, and was 96.385 
more than any othet Boston paper carried for 
first six months of 1906 


MI N? NESUTA,. 
f fete MINNFAPOLIS TRIBUN® 1s the recognized 
Want ad medium of Minneapolis, 


carries page 


exceeds 


lee Minneapolis Waily and Sunday JouRNaL 

cerrie= more classitied advertising than any 
other Minneapolis newsp — No free Wants 
and no Clairvoyant nor objectionable medical 
advertisements printed. Classified Wants printed 
in December, 119,406 lines. Individual advertise- 
ments, 17,572. 


bb WwW 
OIRO LATIN f ets MINNEAPOLIS TRIBUNE is 
the oldest Minneapolis daily 
and has over 100,000 sub-cribers. 
It publishes over 80 columns of 
Want advertisements every week 


at fuli price (average of two 

pages a day): no free ads; price 

covers both morniug and even- 
by Am. News- ing issues. Rate, 10 cents per 
pauper Ditory line, Daily or Sunday. 


MISSOURI. 
HE Joplin GLose carries more Want ads 
than all other papers in Southwest Missouri 
combined, because it ggives results. One centa 
word. Minimum. 15c 


MONTANA. 
‘HE Anaconda STANDARD is Montana’s great 
“ Want-Ad”’ medium; ic.a word. Average 
circulation (1905), 11,144; Sundas, 13, . 


NEBRASKA. 
INCOLN JOURNAL AND NEWS. Daily aver- 
age 1905, 27,092, guaranteed, Centa word. 
NEW JERSEY. 
é bet NEWARK EVENING NEWS is the recognized 
Want-ad Medium of New Jersey. 


.EWARK, N. J. FREIE ZEITUNG (Daily and 
Sunday) reaches bulk of city’s 100,000 Ger- 
mans, One cent per word ; 8 cents per month. 


NEW YORK. 
‘y,H#® EAGLE has no rivals in Brooklyn’s 
classified business. 
LBANY EVENING JOURNAt. Fastern N. Y.’s 
beat paper for Wants and classified ads. 


[ AILY ARGUS. Mount Vernon. N. Y. Great. 
est Want ad medium in Westcbester County. 
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\Y EWBURGH DAILY NEWS. recognized leader 
4 in prosperous Hudson Valley. Circclation, 


BBUFFaLo NEWS with over 95,000 circulation, 
isthe only Want Medium in Buffalo and the 
strongest Want Medium in the State, outside of 
New York City. 
JRINTERS’ INK, published weekly. The rec- 
ognized and leaaing ‘\antaa medium for 
want ad meviums. mail order articles, advertis- 
ing novelties, printing. Lt Aarlip pe circulars, 
rubber stamps, office dev adwriting, baif 
tone making, and practically anything whico 
interests and appeais to advertisers and busi- 
ness men. Classified advertisements. 20 cents 
a line per issue flat ; six worus to a line. 


\ JATERTOWN DatLy STANDARD. (Guaran- 
teed daily average 1906, 7,0. Cent aword. 


Olle. 


7 OUNGSTOWN VinpicaTorR—Leading “Want 
medium, le. per word. Largest circulation. 


OKLAHOMA. 
HE OKLAHOMAN, Okla. City, 16.287. Publishes 
more Wants than any four (/kla.competitors. 


PENNSYLVANIA. 


slings Chester, Pa.. LIMES carries from two to 
five times more ciassifiead ads than any 


other paper. Greatest circulation. 
vv The Philadelphia **Balletin ?”’ 
Want Ads in THE BULLETIN bring 


prompt returns, because “In Ph lade Iphia 
neerly everyvody reads THE BULLETIN.’ 
Net paid average circulation for Dec. , 1906 : 


226,988 copies per day. 


(See Roll of Honor column.) 


OREGON, 
ORTLAND JOUKNAL, Daily and Sun- 
day. leads in “*Want ads.” as well as in 
circulation, in Portland and in Oregon. 
One cent a word, Proven circulation 
August, 1906, 25,332. 





Why Don’t You Put it in 











“Nowadays big advertisers 
judge newspapers by the 
amount of classified business 
they carry.”— Printers’ /nk. 

THE 

GERMAN DAILY GAZETTE 
is an acknowledged “want ad” 
medium in Philadelphia. 


RHODE ISLAND. 
HE EVENING BULLETIN—By far the largest cir 
culation and the be:t Want medium in R. I. 


SOUTH CAROLINA. 
se NEWS AND COURIER (@@), Charleston, 
S.C. Great Southern Want ad medium; Ic. 


a word; minimum rate 26c. 
} . South Carolina newspaper. 
CANADA. 

HE Daity TELKGRAPR, St. Jolin, N. B., is the 

Want ad medium ot the maritime provinves. 
Largest circulation and most up to date paper of 
Eastern Canada. Want ads one cent a word. 
Minimum charge 25 cents. 


a Columbia STaTE (OO) carries 
more Want ads than any other 


23 
A PRESSE, Montreal. Largest daily circula- 
tion in Cansaa without exception. (Daily 
%5.825. Saturdays 113,892—sworn to.) Carries more 
wantads than any French newspaper in the world 
ee Montrzal DaILy STAR carries more Want 
advertisements than ail other Moncreai 
dailies combinea. The FaMILY H&RaLp anv 
WEEKLY >TAR carries more Want advertisemeuts 
than avy other weekly paper in Canada. 
gf Mt Winnipeg FREE PRESS carries more 
ant” advertisements than any other 
daily paper in Canada and more advertisements 
of this nature tnan are contained inal) the otber 
daily papers published in Western Canada 
combined, Moreover, the FREK PRESS carries a 
larger volume of general advertising than any 
other daily paper in the Dominion. 


a. 
AN OLD-TIME SOAP TRUST. 
Trusts are no new thing. As the 
Daily Telegraph says, most students 
of history know that in the latter part of 
King Charles the First’s reign a few 
“sope projectors’ cornered the indus- 
try of soap-making. They persuaded the 
revenue authorities of the time to ac- 
cept a present of £1,000 a year beyond 
the revenue, and getting themselves ap- 
pointed “Searchers for the Excise,” 
harried their weaker rivals, who were 
stated to be “divers persons of mean 
condition selling sope in many by- 
corners in and about the City and 
Westminster.” This extra £1,000 a 
year was to be secured ‘‘without en- 
hancing the usual price to the Subject,” 
though no mention is made of the way 
in which the members of the ‘‘Sope” 
trust were to recoup themselves for this 
extra outlay.—Progressive Advertising, 
London. 
— 4+ - me —---- 


PIONEER CHICAGO SPECIAL 
AGENT. 


One of the pioneers, if not the pio- 
neer special agent in Chicago, is Henry 
DeClerque. He started out in 1885 or 
1886 and claims in point of years to 
antedate either R. W. Beckwith or Jim 
Colby, who afterwards opened a west- 
ern office for A. Frank Richardson. 
Mr. DeClerque now has an eastern 
office managed by Mr. Klebahn. Both 
of them are doing effective work for 
the papers they represent. It takes a 
force of people to attend to the busi- 
ness, to such proportions has it grown. 
Mr DeClerque secured his experience 
on the Inter Ocean when that daily was 
in its prime. The first paper secured 
for his list was the Milwaukee Herold, 
which was the first paper represented 
in Chicago. He still has it on the 
list.—Masl Order Journal. 

~7o 
WHO CAN BEAT THIS? 
WINNIPEG, Jan. 4, 1907. 
Editor of Printers’ INK: 

The year 1906 showed a remarkable 
expansion with the Winnipeg Telegram. 
During 1905 the paper published 14,746 
columns of paid advertising, during 
1906 there, was printed 17,963% col- 
umns. This shows an average gain 
of slightly over 10 columns for every 
publication day during the year. 

s there another paper printed in a 
city of 100,000 population that can 
make a better showing? 

Yours very truly, 
C. A. ABRAHAM, 
Manager Telegram. 


Business 
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DETAILED 
CIRCULATION 
FIGURES OF 
Day JAN. FEB. MARCH. | APRIL. 
| 
iT een oat ae | Holiday. 136,630 | 136,110 | Sunday. | 142.940 
Ce ee | 136,450 137,180 | 136,780 138,220 | 142,750 
ee errs 137,510 140,930 | 142,310 138,520 142,720 
Sere ees | 186490 Sunday.| Sunday. 137,800 142,400 
5. | 135,680 189,750 | 137,500 | 138,290 | 146,970 
Bedtucecten, boechut 140,180 138,120 138,200 137,600 | Sunday. 
Bete se core cea eer Sunday. 136,360 | 136,810 141,870 142,470 
8.. 137,780 136,140 137,220 | Sunday. 141,510 
ne eee Re | 135,760 137,920 | 137,600 137,240 140,990 
EERO AER: | 135,640 189.795 | 144,090 | 138,770} 147.870 
rere catenin wae | 135,940 Sunday. | Sunday. 137,860 142,820 
12.. .| 137,770 | Holiday. | 188,240 139,380 146,390 
Rs shawna soon cose | 140,985 136,260 139,190 139,910 | Sunday. 
| ere cee. Sunday. 137,330 | 189,180 139,665 142,480 
15.. | 136,310 137,195 |  141,850| Sunday. 140,190 
OEE Peers 136,220 137,530 | 138,650 138,500 | = 141,510 
ee errr 137, 165 141,070 | 141,830 140,470 | = 140,770 
LS eee 136,950 Sunday. | Sunday. 155,720 | — 139,940 
19.. 150,750 136,950 138,840 150,710 146,630 
_ eee ae 142,180 138,920 137,620 146,780 = Sunday. 
OS rE Or er Sunday. 140,080 138,060 146.410 146,310 
Beet rew micas ils 139,770 Holiday. 138,710 | Sunday. 143;240 
23 138,770 138,680 138,940 138,340 | = 141,320 
BE ounce Se aSal cee 138, 160 141,990 143,100 141,460 142,110 
2 ee ee ere 139,550 Sunday.| Sunday. 141,700 141,530 
ae eo ee 140,450 137,410 140,850 139,920 145,830 
97 141,350 137,630 | 140,080 140,740 | Sunday. 
YR ee ere Sunday. 138,680 140, 290 141,280 139,600 
29. JS ee | 189,760 | Sunday 144,220 
30.. 6,100 | tl... | 189,470 | 142,270 Holiday. 
BER Sisbiscss@ waseer SBiGOD | wsaews [ SRO I04  § ssnces | 142,140 
BAMME pithesusns sashes 3,601,690 | 3,042,580 | 3,763,700 | 3,529,445 3,717,650 
Average............., 188,526 188,299 | 139,396 | 141,178 | 142,986 














May. . JUNE. 








During the 


NEW YORK, Jan. 5, 1907. 





142,190 
147.950 
Sunday. 
141.410 
142,320 
142,350 
146,460 
141,850 
148,860 
Sunday. 
141,900 
143,930 
143,160 
143,870 
146,875 
145.740 
Sunday. 
142,750 
142,090 
142,540 
151,395 
144,350 
147,108 
Sunday. 
143,660 
147,280 


144,610 


(144.975 


142,535 
143,450 
3 735.6 ) 


144,46 








year the total circulation 
by 306 publication days, shows the daily ; 
for the year was 142,009 copies. 
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FOR 
| bg THE YEAR 
70 1906. 
est Adbperts 
4 Joye. JULY. AUGUST. SEPT. Oct Nov. DEC 
0 142,190 Sunday.| 142350 146,300 = 145,610 | 140.690 | 149.790 
0 §=147.- 950 144.690 | 142,750 Sunday.| 143,630 137,890 | Sunday. 
0 Sunday. — 148,170 | 143,970 149,940 | 143,700 | 144,840! 141,710 
) 141.410 Holiday. | 142,100 141,980 | 144,710 | Sunday.| 145,830 
(0 «142,320 148,270 | Sunday. 139,740 | 148,250 | 148,010 | 140.510 
y. 142,350 | 142,900 | 142,700 | 140.620 | 156,965 | 193,180 | 144250 
0 146,460 | 141,900 | 142'800 | 142,670 | Sunday.| 196,740} 141.150 
(0 141,850 | Sunday.} 141,540 | 144,510 | 145,550 | 144,480 | 144,330 
x) 148,860 | 143,350 142,370 | Sunday.| 146,580 | 141,290 | Sunday. 
(0 Sunday.!| 148,440 142,590 | 141,240 144,910 144,900 | 140. 140 
0 «141,900 | 143,650 | 142,240 | 140,110 | 148,810 | Sunday.) 141,210 
) 143,930 144,650 | Sunday.|; 140,830} 140,840} 144,990 142,160 
y. 143,160 | 148,750 | 143,310 | 141,760 | 152,660 | 188,870 | 142250 
3) «143.870 144.180 | 141,950 | 142/020 | Sunday.| 138,690 | 142,740 
) 146,875 | Sunday.| 143.810| 146,830 | 141,850 | 139,610 | 147'985 
10 = 145.740 145,430 143,270 | Sunday.| 148,620 137,120 | Sunday. 
(0 Sunday. 144,850 | 143,410 | 143.320 | 141,300 | 150,485 | 142,900 
{0 -142,750 145,050 | 142,090 | 144,710 142,240 | Sunday./ 141,310 
30 «142,090 | 144,990 | Sunday. 142,300} 139.410 | 137.780 | 140,800 
y. 142,540) 145,440 | 143,050 136,050 143,860 | 136,040 142,070 
i0, = 151,395 144,510 | 143,820 | 137,830 | Sunday. 135,940 | 140,050 
404 144,350 Sunday.! 143,470! 144,160 | 189,550 135,490 | 146,400 
2)" 147,108 | 144,870 143,190 | Sunday.! 188,640 137,600 | Sunday. 
10 Sunday. 145,050 | 141,550 | 142,120 | 187,140} 151520 | 139,970 
30 145,660 | 145,750 | 142,710 | 141,330 | 138,580 | Sunday. | Holiday. 
30 147,280 | 148,290 | Sunday.| 144,960 | 138,540 | 134,760 | 139,950 
y., 14,610 140,300 | 142,290 | 145,740 | 145,820 | 136,240 | 138,770 
00 4 144.975 140.780 | 141,740 | 140,060 | Sunday.| 136,030 140.430 
20 12.585 Sunday. , 141,260 | 136,760 | 138,530 | Holiday. | — 151,920 
y. 148,450 | 141,930 | 142,460 | Sunday. 138,650 | 133,860 Sunday. 
i0 | 142,050 | 141,450]... Was) ...... | 140.090 
50 35%, 608 8,502,740 3,849,770 3,557,890 8,862,835 | 3,612,045 | 3.568,765 
86 144,446 | | 143,709 142.213 142,314. «143,068 | 144,482 142,750 





culation was 43,454,718, which divided 


daily average 
AD a 


PUBLISHER. 




















26 PRINTERS’ INK. 


Printers’ Ink. 


A JOURNAL FOR ADVERTISERS, 


THE PRINTERS’ INK PUBLISHING 
COMPANY, Publishers. 


= Issued every Wednesday. Subscription 
price, two dollars a year, one dollar for six 
months. Un receipt of five dollars four paid 
subscriptions, sent in at one time, will be put 
down for one year each and a larger number 
at the same rate. Five cents a copy. Three 
dollars a bundred. Being printed from stereo- 
type plates, itis always possible to supply back 
bumbers, if wanted in lots of 500 or more, but in 
all such cases the charge will be five dollars a 
bundred, 


ADVERTISING RATES 

Advertisements 20 cents a line, pear] measure. 
15 lines to the inch ($3); 200 lines to the page ($40). 

For specified position selected by the adver- 
tisers, if granted, double price is demanded. 

on time contracts the last se aed is repeated 
when new copy fails tou come to hand one week 
in advance of day of publication. 

Contracts by the month, quarter or year, may 
be discontinued at the pleasure of the advertiser, 
and space used paid for pro rata. 

Two lines smallest advertisement taken. Six 
words make a line. 

Everything appearing as reading matter is in- 
serted free. 

All advertisements must be handed in one 
Week in advance. 


OFFICE: NO. 10 SPRUCE ST. 


Telephone 4779 Beekman, 
London Agent, F. W. Sears, 5-A2 Ludgate Hill,E.C 





New York, January 16, 1907. 





Don’t write over the heads of 
your readers. 

SHAPING a story “differently” 
at times will prevent  staleness 
and stagnation, 

You need not be a professional 
psychologist to advertise. But, if 
you do study human nature in- 
tently, you can put a telling force 
in your appeal. 

Ir is really a favorable sign 
that many people fear the present 
prosperity is too good to last. If 
one has his eyes open, he may be 
able to vault a stone wall that 
seems to block his way, whereas 
if he is heedless to danger he may 
butt into it headlong. 





WHEN friendship for publisher 
or solicitor is a stronger attract- 
ing power than quantity and qual- 
ity of circulation, advertising goes 
limping. Set your mind on secur- 
ing the maximum returns, which 
means an article of worth, at the 
right price, advertised by strong 
copy—and in the best mediums. 


Frank A, Muwnsey is fifty-two 
years young—and unmarried. 








W. E. HASKELL, publisher of 
the Boston Herald, has appointed 
his son to take full charge of the 
advertising in the foreign field. 

WHEN _ the trumpet — shall 
sound for the last time there are 
likely to be a few publishers who 
still insist that advertisers have 
no right to know how much they 
are securing for their money in 
the way of copies printed. 


At the last meeting of the New 
York Sphinx Club, Arthur Bris- 
bane confessed that he sometimes 
derived suggestions for editorials 
from advertisements. If he would 
only go further, and tell what ad- 
vertisements are responsible, 


A Title An _ interesting 

; bit of evidence 
That Missed. that the muck- 
rake period in magazine articles 
is over has been contributed by 
one of the Little Schoolmaster’s 
news-stand friends. Pearson's 
published an article about the 
President in January, under the 
title of “Theodore the Meddler.” 
In the article itself nothing was 
shown except that the President 
is pretty active in all Govern- 
ment departments, in Congress, 
and a hundred other channels. 
But Pearson's advertised the ar- 
ticle by its title in such a way 
that one might have inferred that 
it crit.cized the President’s mo- 
tives and methods. When the 
month's magazines had _ been 
cleaned up this newsdealer found 
that practically all his Pearson's 
were left, and in looking into the 
matter he was led to conclude 
that this title on the cover, 
“Theodore the Meddler,’ had 
done the business. This may, of 
course, have been an isolated in- 
stance. But if the Senate and 
House have for five years been 
bucking President Roosevelt’s 
popularity only to strengthen it, 
there might be good business rea- 
sons for a magazine to leave it 
alone. 
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Cory for the Brown Shoe Com- 
pany, St. Louis, will in the future 
go out through the Chesman 
Agency. Southern and western 
papers will be used, 





THE Curtis ~ Publishing Co., in 
the arrest of a swindler named 
Dorsey, at Buffalo _ recently, 
effected the capture of a subscrip- 
tion fakir who has been operating 
for a long time, and against whom 


1,500 complaints have been re- 
ceived, 
GERALD Pierce, who has been 


home for six 
outcome of an 
automobile accident, will soon be 
able to go to his office at the 
Chicago Record-Herald. For al- 
most the whole period since his 
misfortune Mr, Pierce has 
handled the Record-Hera!d’s busi- 


confined to his 
months as_ the 


ness through the telephone and 
daily visits of his secretary. 
The only paper in the 


State of Oregon which 

GAA has secured the Guar- 
aay = antee of Rowell’s 
American Newspaper 
Directory is the Journal, of Port- 
land. The daily edition, started 


in 1902, printed an average of 
8.946 copies each issue in 1903, 
nd 21,926 copies each issue in 


1905. The 1906 figures, Mr. Jack- 


<on promises will show a_ sub- 
stantial increase. The Journal 
exhibits all the vitality of the 


wonderful city of Portland, which 
is growing faster than any other 
city of the United States. 





Tue Philadelphia Bulletin has 
sent the following letter to all 
advertising agents recognized by 
the American Newspaper Pub- 
lishers’ Association: 

During the last few weeks our at- 
tention has been drawn by advertisers 
to the action of some _ advertising 
agents quoting a lower rate than the 
Bulletin’ s rate card calls for. E 

As you know, the Bulletin’s rate is 
a fixed one and is not deviated from. 
It has taken the Bulletin some years 
to establish this fact among advertisers, 
and advertising agents, and we are 
naturally interested in the integrity of 
our rate. 

Are you willing to make a suggestion 
2s to the best method we could adopt 
to prevent such rate cutting? 


THe Mahin Advertising Com- 
pany, Chicago, has moved from 
200 Monroe street, that city, into 
new quarters in’ the American 
Trust Building, at 125 Monroe 
street. 





The advertising 
English journal in Eng- 


Schoolmaster. jand that most 
closely approximates American 
ideas of practicality, news value, 
etc., is unquestionably Progress- 
ive Advertising, published in 
London, formerly the Advertising 


News. A recent sketch of B. 
Pennett, its editor and_ publish- 
er, gives an insight into his 
personality: “Born during the 
Crimean war, Mr. Pennett has 


had an extremely 
ence. He started life as a man 
very early, having drifted about 
from place to place to learn the 
inside of a business appalling in 
its manifold technicalities, until. 
in 1873, he took up a responsible 
position on the ft t  half-penny 
daily on the South Coast of Eng- 
land. From there he migrated to 
Keble’s Gazette, at Margate, a 
well-known  east-coast watering 
place. He has a thorough knowl- 
edge of the printing trade in all 
its aspects, gained in many houses 
in England. This experience he 
turned to good account in the 
management of a large factory 
for a number of years. Like all 
busy men, he has hobbies, science 
and photography taking up most 
of his spare time. He is a lec- 
turer on natural science of no 
mean ability, and was one of the 
first to call attention to the neces- 
sity of nature study in elementary 
schools, his article, “Field Clubs 
for Londoners,” in the London 
Argus, creating great interest in 
that important question twelve 
years ago. He was also the first 
to exploit lavender growing in 
Essex (Eng.) as a payable indus- 
try. Since Progressive Adver- 
tising has been under his control 
it has made great strides in popu- 
larity and usefulness, and _ is 
looked upon as one of the lead- 
ing trade papers in the Kingdom. 
Popular and well liked, he be- 
lieves in getting the most out of 
people by good fellowship.” 


varied experi- 
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Daucuy & Co. are asking rates 
for Arbuckle Coffee, space rang- 
ing from seven to fifteen thousand 
4; > 
lines. 


E. N. Erickson is asking rates 
on advertising for the current 
year for  Allcock’s Porous 
Plasters. 


Street & FINNEY are sending 
for rates on hotel advertising. 
business to be conducted on a 
cash basis. 
city editor 
Tribune, 
to Miss 


Joun E. BALpDwIN, 
of the South Bend, Ind., 
was married _ recently 


Jessie Haynes of Chicago. 


Tue Merrill Advertising Agen- 

New York, is now placing the 

7 umeamieaae Hotel of Boston, 
Mass., on the exchange basis. 

In the recent sale of stock in 
the Detroit Free Press an inter- 
est was acquired by Henry N. 
Cary, publisher of the New York 
Morning Telegraph. Mr. Cary 
will become general manager of 
the Free Press. 


THe Farm Gazette, of Des 
Moines, printed an average of 
32.917 each issue of 1905, and the 
publishers believe the paper has 
smade a good record in 1906 by in- 
creasing this to 60,000 copies. They 
do not make claim, however, to 
a regular issue of 600,000 as was 
inadvertently stated in the adver- 
tisement of the Pierce publica- 
tions which appeared in PRINTERS’ 
Ink issue of January 2. 


made of a 
on 


ANNOUNCEMENT is 
dissolution of partnership 
December 31st, between the 
George Ethridge Company and 
John E, Kennedy, doing business 
under the name of the Ethridge- 
Kennedy Company. The George 
Ethridge Company resumes its 
original corporate title and busi- 
ness at the same offices, 41 Union 
Square, New York, and Mr. Ken- 
nedy has opened offices of his 
own in the German Savings Bank 
Building, Union Square, corner of 
14th street and 4th avenue, New 
York. 


PRINTERS’ INK. 


Tue Hardware Dealers’ Maga- 
sine (©) sends out a state- 
ment showing an average of 
20,791 copies printed each issue 
during 1906. The magazine's 
growth, according to figures fur- 
nished annually to  Rowell’s 
American Newspaper Directory, 
has continued since 1894 without 
a single interruption. 


THE Massengale Advertising 
Agency of Atlanta has opened an 
office at Richmond, Va., in the 
Bank of Richmond Building, with 
E. H. Mayfield as manager. Mr. 
Mayfield was for many years with 
the Times-Dispatch, and after- 
wards became a member of the 
Richmond Advertising Agency, 
which was started a year ago. 


Ohio’s During 1906 the 
Cleveland Plain 
Classified. |) caler asserts 
that it printed a total of 2,034,886 
lines of classified advertising, 
which was 349.594 lines more 
than any other Cleveland paper. 
The Plain Dealer also asserts 
that it is delivered into more 
homes than any other Cleveland 
paper. 
On another page 
the Mobile, Ala., 
Papers. Register sets 
forth arguments to. sustain a 
claim to be entitled to receive the 
so-called Gold Marks in future 
issues of Rowell’s American 
Newspaper Directory. These 
marks are explained to mean that 
the paper so designated is valued 
more for its character and in- 
fluence than for the mere number 
of copies printed. The editor of 
the Directory asserts that the 
position of Mobile on the matter 
of editions printed is the same 
as that of most other southern 
cities, inasmuch as each of its 
papers persistently asserts that its 
output is rated in the Directory 
at too low a figure, and each is 
equally firm and persistent in ad- 
herence to a policy of silence as 
to the number of copies it actually 
does put forth. Without doubt, 
however, the Register prints a 
larger number of papers. than 
either of its competitors. 


Mobile 
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THE daily 
of the St. 


average circulation 
Paul News for 1906 


was 40,115 copies, 


W. H. J. Harcraves, one of 
the oldest special agents in New 
York. died at his home in Brook- 
lyn, December 30, after an illness 
of several weeks. 

AT a recent meeting of the 
Cleveland Ad Club, Cleveland, the 
technics of advertising copy were 
discussed, with other matters. 
Among the speakers were: S. M. 
Kohn, American Ladv Corset Co., 
Detroit; <A. Rogers, the 
William Taylor Sons & Co., 
Cleveland; A. J. Leitch, the H. 
Black Co., Cleveland. 


THE Des Moines Capital re- 
ports that its Bargain Week was 
a greater success than ever this 
year. The Capital received more 
money than at any other time 
and 3.500 new subscribers. The 
number of new subscribers is not 
equal to that in some former 
years but it is very remarkable 
considering that the Capital is al- 
ready filling its field with over 
40,000 daily subscribers. The Bar- 
gain Day brings with it quite a 
number of stops which are the 
ccumulation of a year’s paid up 
subscription list. But the stops 
never equal the number of starts. 


THe Old Colony Trust Com- 
pany, of Boston, advertises for 

mmercial accounts of deposit- 

rs who wish to transact their 
banking affairs largely by mail. In 

recent advertisement the system 
of handling such accounts 1s out- 
lined: 

BANKING BY MAIL. 

The Old Colony Trust Company em- 
ploys a system which makes it easy 
for its out-of-town depositors to open 
accounts and transact business by mail. 

Deposits sent by mail may be in the 
f f money orders or checks, and 

re acknowledged the day they are 


is not necessary to send the pass- 
with deposits, or to be balanced, 
on request, statements are mailed 
howing the balance on the last day 
each month, and the canceled 
checks are returned at the same time. 
This system is a great convenience 
to those who come to Boston infre- 
iuently. 
Write for further information. 


FRANK HAWLEY, with the Louis 
V. Urmy Advertising Agency, 
will in the future write all the 
copy for Earl & Wilson, makers 
of E, & W. Collars. 


The Denver Post, 
through its advertis- 
GUA ing manager, A. D. 
Tero Bishop, claims that 
during the year just 
closed it has main- 
tained its supremacy both in local 
and general display advertising, in 
spite of an increase of rates that 
became effective October 15th. 
During the holiday season, it is 
claimed, the Post distanced every 
other Denver paper in home busi- 
ness by eighty or more columns 
per week; and Mr. Bishop says 
he believes his complete 1900 
statement will show an average 
excess of about ten columns a 
day. With reference to foreign 
advertising, the Post’s compara- 
tive statements show that in this 
department also no other daily 
in its city has equaled the aver- 
age total in its columns. 


The “Battetin” |e, gnmual ta 
in 1906. 


the circulation of 
the Evening Bulletin is printed 
to-day on another page. It pre- 
sents an exact and complete state- 
ment of the number of copies of 
the paper printed and sold 
every publication day of the year 
1906. 

The aggregate of this daily cir- 
culation exceeded the enormous 
total of sixty-nine million copies. 
This represents a daily average 
increase of more than twelve 
thousand copies, as compared 
with the figures of the previous 
year, or an average sale of 222,480 
copies a day. 

No daily newspaper that is, or 
has been published in Philadelphia, 
has ever reached a circulation 
equal to the number of copies 
which the Bulletin now prints and 
sells regularly in the course of 
every year; and an examination 
of the analysis of the figures for 
1906 will easily substantiate the 
entire correctness of this state- 
ment.—Philadelphia Bulletin, Jan- 
uary 5, 1907. 


on 
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Daucuy & Co. are asking rates 
for Arbuckle Coffee, space rang- 
ing from seven to fifteen thousand 
lines. 


E. N. Erickson is asking rates 
on advertising for the current 
year for Allcock’s Porous 
Plasters. 


Street & FINNEY are sending 
for rates on hotel advertising, 
business to be conducted on a 
cash basis. 


Joun E. BALpwin, city editor 
of the South Bend, Ind., Tribune, 
was married recently to Miss 


Jessie Haynes of Chicago, 


Tue Merrill Advertising Agen- 
cy, New York, is now placing the 
Commonwealth Hotel of Boston, 
Mass., on the exchange basis. 

In the recent sale of stock in 
the Detroit Free Press an inter- 
est was acquired by Henry N. 
Cary, publisher of the New York 
Morning Telegraph. Mr. Cary 
will become general manager of 
the Free Press. 


Tue Farm Gaze sette, of Des 
Moines, printed an average of 
32,917 each issue of 1905, and the 
publishers believe the paper has 
made a good record in 1906 by in- 
creasing this to 60,000 copies. They 
do not make claim, however, to 
a regular issue of 600,000 as was 
inadvertently stated in the adver- 
tisement of the Pierce publica- 
tions which appeared in PRINTERS’ 
INK issue of January 2. 

ANNOUNCEMENT is made of a 
dissolution of partnership on 
December jist, between the 
George Ethridge Company and 
John E. Kennedy, doing business 
under the name of the Ethridge- 
Kennedy Company. The George 
Ethridge Company resumes its 
original corporate title and busi- 
ness at the same offices, 41 Union 
Square, New York, and Mr. Ken- 
nedy has opened offices of ‘his 
own in the German Savings Bank 
Building, Union Square, corner of 
14th street and 4th avenue, New 
York. 


PRINTERS’ INK. 


Tue Hardware Dealers’ Maga- 
zine (@®@) sends out a state- 
ment showing an average of 
20,791 copies printed each issue 
during 1906. The magazine's 
growth, according to figures fur- 
nished annually to  Rowell’s 
American Newspaper Directory, 
has continued since 1894 without 
a single interruption. 


THE Massengale Advertising 
Agency of Atlanta has opened an 
office at Richmond, Va., in the 
Bank of Richmond Building, with 
E. H. Mayfield as manager. Mr. 
Mayfield was for many years with 
the Timés-Dispatch, and after- 
wards became a member of the 
Richmond Advertising Agency, 
which was started a year ago. 


’ During 1906 the 
Ohio's Cleveland Plain 

Classified. J)ealer asserts 
that it printed a total of 2,034,886 
lines of classified advertising, 
which was 349.594 lines more 
than any other Cleveland paper. 
The Plain Dealer also asserts 
that it is delivered into more 
homes than any other Cleveland 
paper, 


On another page 
Mobile the Mobile, Ala., 
Papers. Register sets 
forth arguments to sustain a 
claim to be entitled to receive the 
so-called Gold Marks in future 
issues of Rowell’s American 
Newspaper Directory. These 
marks are explained to mean that 
the paper so designated is valued 
more for its character .and in- 
fluence than for the mére number 
of copies printed. The editor of 
the Directory asserts that the 
position of Mobile on the matter 
of editions printed is the same 
as that of most other southern 
cities, inasmuch as each of its 
papers persistently asserts that its 
output is rated in the Directory 
at too low a figure, and each is 
equally firm and persistent in ad- 
herence to a policy of silence as 
to the number of copies it actually 
does put forth. Without doubt, 
however, the Register prints a 
larger number of papers than 
either of its competitors. 
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Tue daily average circulation FRANK HAwLey, with the Louis 
of the St. Paul News for 1906 V. Urmy Advertising Agency, 
was 40,115 copies. will in the future write all the 
nn copy for Earl & Wilson, makers 

W. H. J. Harcraves, one of of E. & W. Collars. 
the oldest special agents in New 








York, died at his home in Brook- The Denver Post, 
lyn, December 30, after an illness through its advertis- 
ing manager, A. D. 


of several weeks, 
= Bishop, claims that 
AT a recent meeting of the during the year just 
Cleveland Ad Club, Cleveland, the closed it has main- 
technics of advertising copy were tained its supremacy both in local 
discussed, with other matters. and general display advertising, in 
Among the speakers were: S. M. spite of an increase of rates that 
Kohn, American Lady Corset Co., became effective October 15th. 
Detroit; A. C. Rogers, the During the holiday season, it is 
William Taylor Sons & Co., claimed, the Post distanced every 
Cleveland; A. J. Leitch, the H. other Denver paper in home busi. 
Black Co., Cleveland. ness by eighty or more columns 
na per week; and Mr. Bishop says 
THE Des Moines Capital re- he believes his complete 1906 
ports that.its Bargain Week was statement will show an average 
a greater success than ever this excess of about ten columns a 
year. The Capital received more day. With reference to foreign 
money than at any other time advertising, the Post’s compara- 
and 3,500 new subscribers. The tive statements show that in this 
number of new subscribers is not department also no other daily 
equal to that’ in some former in its city has equaled the aver- 
years but it-is very remarkable age total in its columns. 
considering that the Capital is al- a 
ready. filling its field with over The “Bulletin” |" annual tab- 
40,000 daily subscribers. The Bar- ulated analysis of 
gain Day brings with it quite a in 1906. the circulation of 
number of stops which are the the Evening Bulletin is printed 
accumulation of a year’s paid up to-day on another page. It pre- 
subscription list. But the stops sents an exact and complete state- 
never equal the number of starts. ment of the number of copies of 
— the paper printed and sold on 
Tue Old Colony Trust Com- every publication day of the year 
pany, of Boston, advertises for 1906. 
commercial accounts of deposit- The aggregate of this daily cir- 
ors who wish to transact their culation exceeded the enormous 
banking affairs largely by mail. In total of sixty-nine million copies, 
a recent advertisement the system This represents a daily average 
of handling such accounts is out- increase of more than twelve 
lined: thousand copies, as compared 
BANKING BY MAIL. with the figures of the previous 
The Old Colony Trust Company em- year, OF an average sale of 222,480 
ee * — ayy * a = easy copies a day. : 
for its outgftown, depositors 40 open No daily newspaper that is, or 
Deposits sent by mail may be in the has been published in Philadelphia, 
form of money orders or checks, and has ever reached a circulation 
pe Mf acknowledged the day they are equal to the number of. copies 
It is not necessary to send the pass- which the Bulletin now prints and 
book with deposits, or.to be balanced, sells regularly in the course of 
as, on request, statements are mailed every year; and an examination 
showing the balance on the last day : 
of each ‘month, and the canceled of the analysis of the figures for 
checks are returned at the same time. 1906 will easily substantiate the 
This system is a great convenience ¢éntire correctness of this state- 
to those who come to Boston infre- ment.—Philadelphia Bulletin, Jan- 


quently. E ’ 
Write for further information. uary 5, 1907. 
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WHO’S WHO—AND WHERE- 
FORE. 


JAMES GORDON BENNETT. 


If you should happen to meet 
a tall, thin old man with a nose 
like an eagle’s beak, without an 
overcoat, otherwise extremely 
well garbed, walking very rapidly 
and casting haughty glances on 
one side and the other, that man 
is James Gordon Bennett, owner 
of the Herald, 

You are not likely to encounter 
him in New: York, but you. might 
possibly do so in Regent street, 
London, in the Avenue de l’Opera 
in Paris, Unter den Linden in 
Berlin, along the new parade in 
Cairo, under the shadow of the 
Escurial in Madrid, among the 
sacred monkeys of Lahore, or on 
the golf links of the Royal Mili- 
tary and Naval Club at Hong 
Kong. Your chances of meeting 
him at any one of these places 
are one hundred to one as to 
seeing him in New York. And yet 
in New York he owns and really 
conducts the newspaper that has 
the strongest individual manage- 
ment of any in the whole world, 
not as an organ of party or sect, 
mor as an individual expression 
of opinion in any sense, but as 
a great newspaper, catholic in its 
spirit, careful as daily newspapers 
go in its news, representative of 
its clientele of readers in a wide 
field, generous in its criticisms and 
jts conduct, and just frequently 
enough mistaken to render it 
humanly likeable. 

But whatever the Herald is as 
a newspaper its owner is as a 
journalist. He is one from his 
cradle up. The paper reflects his 
education, his temperament, his 
character, his virtues and his 
failings. That it should be so 
and still be one of the very great 
newspapers of the country speaks 
something for the man who with 
prains to be anything else, pre- 
ferred to be the paper; with a 
fortune so large that as far as 

money might open the way, al- 
most any path was clear to him; 
with backing of a social, a 
political kind, with at least a fair 
education, although there is not 


much to be said of his scholastic 


acquirement, he preferred to be a 
journalist. Journalists in America 
have usually demanded a place in 
the council of the nation, a seat 
with the bench of bishops that 
frame the doctrine of religious 
faith, a pass-key to the secret 
chamber of politicians, an ad- 
visory place in the building of 
navies and the organization of 
armies, a final voice in the con- 
struction of a great railway, the 
‘artistic dictum that is to be 
obeyed in the construction of a 
public building, and so on through 
all affairs a first and noisy place. 

James Gordon Bennett never 


asked any of these things. He was 
content to deal with the news. He 





JAMES GORDON BENNETT. 


never was ambitious to direct 
opinion, nor, if we may guess a 
little about the individual man, 
did he ever regard a journalist as 
having any God-given quality of 
common sense that was at the 
service of the Nation. 

When the World tells how ‘it 
has set the current of human 
movement, we can imagine the 
shrewd, pawkish face of the own- 
er of the Herald twisted with 
laughter, because for many more 
years than the World has been 
important, the Herald has known 
how little any newspaper can 
shape or direct public opinion. 
Bennett learned early that a pa- 








ee ee ee i ee 





be a 
lerica 
ice in 

seat 

that 
Zi0us 
ecret 
ad. 
fF ot 
y of 























PRINTERS’ INK. 3 


~ 


per can publish the news, and the management of that great 
that while it cannot always do property. 


that completely, it can make a The story of Stanley. is of 
mighty sight better stagger at course an old one. He didn’t have 
that intention than it can at shap- any family backing. He wasn’t 
ing human views. He left those in his early days in America half 
hard tasks to his contemporaries respectable, and he certainly was 
and plugged along with the news not very successful until he begun 
of the world, telling it day after to sell news to the Herald in two 
day as truthfully as he could, and three dollar paragraphs. But 
gathering it with remarkable and when the Commodore discovered 
spectacular enterprise on occa- that he could get news and write 
sions, but never permitting him- it down to the level of the Her- 
self to be seduced by the fal- ald’s readers, he put him in the 
lacious allurement that he could way of being the second and last 
shape public opinion; or if, in- Columbus. 
deed, he did he knew that it The Commodore is a great 
could only be done by reporting newspaper man, not only because 
on the facts. he knows news, but because he 
Therefore the Herald is a knows newspaper men, The staff is 
newspaper because James Gordon recruited altogether from men who 
Bennett is a newspaper man from have shown themselves fit in the 
his birth and nothing else. He news field, or where they haven't 
conducts his paper from almost all grown up from messenger 
anywhere, but let no one make boys in the Herald Building. 
a mistake about the fact that he It is not strange that his paper 
conducts it all. Nor let him in some respects is narrow. But 
fancy that any detail of it ever it is wonderful that it should be 
misses his attention. The editor- in so many other aspects so big. 
ial page, weak and foolish as it Bennett had the ordinary educa- 
is, passes his individual scrutiny, tion of a New York boy. He 
if not daily at least so frequently worked in his father’s room and 
that its contributors never lose under his father’s eye until the 
sight of the fact that they are war broke out. About the only 
writing for the Commodore's eye. education he had of value was 
Nor does the work of the least that of a sailor man. His father 
important reporter on the staff wanted the ship news, and as the 
fail of his observation. Some years telegraph service was uncertain 
ago there was a Jersey reporter in that time, lacking in_ its 
who sent in to the paper a well- information then as it does now, 
written paragraph that told how and as the Herald would print 
a mad dog running amuck in the more ship news than anybody 
streets of a suburban town had else, and wanted it exclusive- 
bitten two children. Bennett was ly, they began to watch the 
in Vienna. He telegraphed to arrival of ships at Sandy Hook. 
keep that mad dog story running, As soon as they got their news 
and he ordered that the children they made haste to land it in 
be sent at cost of the Herald to New York. That was before 
Paris for treatment by Pasteur. Cyrus Field laid his cable, now 
There were a lot of good men, duplicated by over twenty sub- 
editors and so on on the staff,and marine telegraphs. It was young 
they fought it out among them- Bennett’s delight to go down in 
selves who should escort the bit- the cat boat to meet the incoming 
ten kids to France, when Bennett steamers and race back like mad 
broke into their conference with under a press of sail. He learned 
the order “send the reporter who to handle a boat. When the war 
had sense enough to write the broke out he became an acting 
story—” and W. C. Reick, now Lieutenant in the Navy. He was 
the managing superintendent of probably the most inefficient naval 
the Herald, went to Paris and officer the service ever knew. 
first met the chief, who for fifteen Certainly he was unequipped for 
years he has seconded so well in his rank and he promptly and 
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properly resigned it. He took up 
navigation and sailing as a 
yachtsman and became in due 
course the Commodore of the 
New York Yacht Fleet. But he 
also became a fine seaman. He 
can and frequently does navigate 
his yachts in their varied and 
long cruises, and not only takes 
time sights and meridian observa- 
tions in the daily course of navi- 
bation but regards the stars in 
double altitudes and corrects his 
compasses by azimuths, 

It is needless to say that the 
Commodore is not personally a 
popular man except withinea very 
restricted circle of personal ac- 
quaintances. In the management 
of his paper he is very arbitrary, 
although as he gets older he be- 
comes more mellow and tolerant. 
Some years ago Ashley Cole was 
his city editor, the same Cole who 
was subsequently private secre- 
tary for Governor Morton and R. 
R. Commissioner for the State. 
Cole was sick and the Com- 
modore sent him off on a holiday 
around the Horn with the Cali- 
fornia wheat fleet. While Cole 
was away down about Terre del 
Fuego the Herald was beaten in 
the matter of some local political 
news of no very ‘great import- 
ance in the first ward. Bennett 
in Europe, as usual, telegraphed 
to discharge the city editor and 
the first ten men in the city staff. 
When Cole arrived at Cork he 
received the news and for some 
years directed his attention to 
getting back on the staff of the 
Herald. He never _ succeeded. 
Bennett would not right him, 
wouldn’t listen to him nor see 
him. Cole is very well pleased 
in modern times that he didn’t. 

His society friends were in the 
old times a hilarious lot like Car- 
roll Livingston, Lloyd Phoenix, 
and Frank Lord, but he outgrew 
or survived them. He raced 
yachts, later automobiles and gave 
cups—organized and_ directed 
charities like the Ice Fund, which 
he supports himself when, as hap- 
pens year after year, the public 
‘does not; fought a duel with 
Fred May; walked a match and 
won it from one end of Manhat- 
tan Island to the other; main- 


tained an active and liberal inter- 
est in athletics; gave a Casino to 
Newport; but whatever his friv- 
olities may have been, never 
ceased to care for the Herald 
seriously, successfully, earnestly 
and constantly. His foolishness 
never crossed that line, and they 
were after all only the exuber- 
ance of youth or early manhood 
untrammeled by marriage. 

Naturally, he personally at- 
tracted a degree of attention 
which his more serious occupa- 
tions only slowly counteracted. it 
wasn't till he had been conducting 
the Herald, aiter his- father’s 
death, successfully for some 
eighteen years that the fraternity 
of editors and publishers began 
to take off their hats to him. 
Whatever eminence the Herald 
has in the newspaper kingdom 
James Gordon Bennett has given 
it. Every paper has a chance to 
make mistakes fatal to its pros- 
perity. and its character almost 
every day. The Herald has made 
none that really affected either. 
It is true that a man in Bennett’s 
position stands where he can see 
much better than others the im- 
pending causes of public opinion. 
But how few men similarly placed 
have always regarded them singly 
from the newspaper. point of view. 

In recent years he has made a 
corporation of his paper, giving 
one share of stock to each of 
three men, an insignificant hold- 
ing, but enough to give the prop- 
erty the standing of a corporate 
body. ‘To-day as always he runs 
the Herald, individually » and 
singly, dictating its policy in the 
smallest trifle, just as he also 
does in its most important affairs. 

Nor is he, because of this 
singleness of purpose, a narrow 
or small-minded man in other re- 
spects. He is an enormous real 
estate holder in the city, and the 
promoter in the most serious 
sense of the Cable System of .the 
world in which he is one of the 
chief owners. It would be foolish 
to speculate what the future of 
the: Herald may be when he has 
gone, but it is safe to say that 
while he guides it, it will remain 
as it has long been, the real 
newspaper. 
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as to quality of the liquor, be- whole idea ismand the Hunter's 
longs to the man who drinks. it. publicity illustrates the custom of 
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ADVERTISING BY LABEL. 


When a seller of whiskey ap- 
peals to the trade through adver- 
tisement he addresses himself in- 
directly to the most whimsical 
of the five senses—that of the 
palate. It is the one sense that 
knows no limitation nor law, 
that is governed by caprice when 
not checked by conventionalism, 
and of which it was written when 
both philosophy and writing were 
young—De gustibus non est dis. 
putandum—There is no disputing 
about tastes, 

For this reason the whiskey 
advertisement must of necessity 
be more subtle than almost any 
other. It cannot refer to definite 
laws. The merchant in cloth can 
show how many threads to a 
square inch his fabric is com- 
posed of, and whether of wool or 
cotton, or goat’s hair. The mer- 
chant in precious stones can refer 
to the exact weight of his jewels 
and their purity, and the maker 
of machinery can apply the test 
of work done to his product, but 
the liquor seller has no such ad- 
vantageous ground, and must 
refer the quality of his goods to 
its mere reputation, founded on 
such an uncertainty as the human 
taste. 

In a recent issue of PRINTERS’ 
INK some passing comments were 
made about whiskey advertise. 
ment which were copied very gen- 
erally in the trade papers. In it 
the writer said that the class of 
publicity used was not convincing 
—that it was almost never an 
argument presenting the merits 
of the goods sold, but simply a 
declaration of quality which 
might or might not be true. He 
could have gone further and said 
with equal basis of fact that it 
was generally untrue, that the 
merit of a whiskey exists chiefly 
in its label, and that so few con- 
sumers had any knowledge of the 
quality of whiskey that no other 
for the purposes of trade were 
necessary. . 

Just at this time there is a pre- 
dilection for rye whiskies, and as 
a matter of fact bourbon whiskey 
is generally sold as rye. It is the 
product of corn, with perhaps the 





addition of a little malt, and by 
the existing processes of manu- 
facture but little, if any, inferior 
to the product of rye. But the 
distiller and handler sends it out 
as rye, bearing the label of rye 
whiskey, and the consumer ace 
cepts it without a word of pro- 
test. Chemically all whiskey an- 
alyzes into about the same con- 
stituent parts. But there are a 
score of factors that contribute 
to the quality of a whiskey which 
are so indeterminable and yet so 
considerable that the same grains 
treated by precisely the same pro- 
cess, in two different geographi- 
cal districts, will result in a spirit 
of widely different nature. If the 
whiskey is made in a northern 
climate and barreled in oak, 
cut in a cold country, it will in- 
dicate to the connoisseur that 
fact. The oak grown in northern 
climates or higher altitudes is of 
a closer fiber than southern oak, 
or that grown on lowlands, and 
the loss by evaporation is less, 
and the process of evaporation is 
slower. The very air which sur- 
rounds whiskey while in the pro- 
cess of ripening affects it. The 
microbic presences in the atmo- 
sphere exert an influence, the 
quality of the water, the amount 
of charring the inside of the bar- 
rel receives, the temperature in 
which the barrel is kept, and so 
on through a score of influences 
that materially affect the product. 

The theory upon which whiskey 
is advertised is based upon the 
idea of the psychological persist- 
ence of impressions. In other 
words, the trade generally enter- 
tains the belief that a man in call- 
ing for a drink visualized the 
label that dwells in his mind. 
That there is no other potent in- 
fluence, that he does not know 
anything at all about the merit of 
the goods, and that his palate is a 
very inaccurate and changeable 
source of opinion, and that even 
what it tells him can be corrected 
over and over again by nothing 
more serious than the label. The 
reputation, which is the ‘same as 
character, of liquor at the finish 
comes down to. the individual 
consumer. Whoever handles it in 
whatever quantities, the decision, 
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as to quality of the liquor, be- 
longs to the man who drinks. it. 
In all its stages that fact is kept 
in view. The distiller passes it 
to the broker or dealer with a 
recommendation as to its effect 
upon the palate of the drinker— 
the dealer sells it to the saloon- 
keeper or liquor storekeeper with 
a similar recommendation, and the 
bar-keeper with the apostolic suc. 
cession of uncertain fact passes it 
to the man who drinks it with the 
same indorsement it had when it 
left the still. This continual ref- 
erence is after all about the only 
commendation any whiskey is en- 
titled to. But as taste$ vary as 
much as men, and the same man’s 
taste knows many changes it is a 
very uncertain court of appeal. 
Therefore the trade seeks another 
source and finds it in the label. 

There are essentials to good 
whiskey other than those named 
which the public fully understand. 
They are age and strength, and 
there is the secondary effect, but 
the age and proof are substantial 
factors of virtue. Unfortunately 
the trade is not quite square about 
the age. It is very customary to 
take a barrel of one year old 
whiskey and insert into it a steam 
coil by which it is “cooked,” and 
the same amount of evaporation 
that in the natural processes would 
require three years is effected in 
a few hours. It then goes into 
the market as four year old whis- 
key. To all intents and purposes 
it is ripe whiskey, just as kiln 
dried timber is seasoned and 
rivals in a general way that which 
is seasoned by time. The Gov- 
ernment looks out for the proof 
up to the time the whiskey is sold 
to the saloonkeeper, and that is a 
pretty secure recommendation. So 
from a variety of causes the label 
is the dealer’s chief dependence 
for advertising, Where he passes 
from the label per se he repro- 
duces it either in fac-simile or in 
words in his other publicity, For 
example—Hunter whiskey, which 
is a Baltimore rye, has the horse 
jumping a hurdle of bars. It is 
quite a parable and tells a story 
which is quite familiar to the 
public. But there is no argument 
of merit for the goods. The 


whole idea isand the Hunter's 
publicity illustrates the custom of 
the entire trade—to fasten the 
label in the mind of the army of 
whiskey drinkers. 

Ed-~ar P. Preyer, who has a 
great deal to do with advertising 
spirits, who moreover is an ex- 
pert in whiskies, and can tell the 
date, the process, the origin, the 
distillery and approximate proof 
of a dozen unlabeled brands set 
before him, says of the label, -that 
the man who drinks whiskey is 
usually weak enough to be proud 
of being able to call for a par- 
ticular brand. When he is served 
he is so gratified that he never 
thinks of discriminating as to the 
quality. He believes that the pal- 
ates of a small minority could be 
educated so they could tell a good 
whiskey from a bad one, but none 
of them ever learn to do more 
than to determine whether it is 
pleasant to the taste. Until a 
finer general taste is developed, 
say in twenty or thirty centuries, 
whiskey advertising will in= his 
opinion continue to be done by 
label. 

There are a number of native 
whiskies that make a considerable 
appropriation for advertising. But 
two per cent of the whole in- 
vestment in the making and sale 
of it fairly represents the pub- 
licity. This is the opinion of the 
best authorities in the trade: 
When they come to name partic- 
ular brands their estimate runs up 
or down as the case’ may be. 
Some of them do not charge the 
label to advertising account, al- 
though none of them underesti- 
mate its importance. The great 
whiskey advertisers are Hunter’s, 
Wilson’s, Old Crow, Green River, 
and so on through a long list of 
case goods. They of course sell 
bulk whiskies. Even the “blue 
front” grocery stores like Butler’s 
and the Acme buy them and their 
labels and bottle for their trade; 
but in all cases the label. is the 
thing, as the whiskey dealer re- 
gards it, and to that he has 
pinned his faith. 

Mr. Preyer is an advocate for 
honest statement, not so much as 
a matter of policy as because it 


would be a reformative agency in 
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the advertising -of whiskey. He 
takes note of the value of honesty, 
but says the dealer is after the 
immediate dollar, and that pre- 
cludes his being able to see the 
value of honest advertising. 

“Avarice is a potent factor in 
the liquor business, although it 
would seem that with its oppor- 
tunities for profit that fault should 
be less evident than almost any 
other. 

“Looking back over a_ long 
series of years, and noting the 
changes that have come into the 
business, recalling the wrecks that 
strew the wayside, the thought 
comes to me that the fault lies 
entirely away from the alleged 
factors pointed out by these dis- 
appointed ones, and that in reality 
in the majority of cases it is the 
fault of these dealers solely. 

“No one cause or error can 
be blamed as a dominating factor. 
Mistaken judgment, . exceptionally 
inferior location, excessive per- 
sonal expenses, untrustworthy 
employees, bad business methods— 
all have their influence—but 
avarice is by far the most im- 
portant factor. The immediate 
dollar of profit is what the. short- 
sighted liquor dealer is looking 
for. He cares nothing for the 
future, if the present will but 
show an apparent flood-tide of 
profit. Quality is nothing to him; 
reputation and established trade 
are but the chimeras of slow- 


plodding chaps who do not know 


how to hustle. He can’t see with 
his crossed vision the value of 
advertising.” 

The trade journals, of which 
there are but few of importance, 
carry the whole body of the ad- 
vertising of the trade. But they 
are equally exchanges through 
which the jobbing trade meets its 
members under the peculiarly ad- 
vantageous conditions. 

Advertising of whiskey, some- 
what checked by the rigorous cen- 
sorship of recent years, seeks the 
magazines. Confined as it is al- 
most exclusively to:the label, it 
is far from. convincing. A few 
whiskies print their analysis, but 
the analysis means little to the 
consumer. He cannot know, for 


example,’ what “ash” means in a 


whiskey, and besides the analysis 
must go with the bottle and be- 
comes a part of the label. 

In recent years several very 
important houses have made con- 
siderable appropriations for ad- 
vertisement. But they all concern 
themselves with fastening atten- 
tion upon the label, or if they 
pass from that it is to duplicate 
it in some form more or less re- 
mote. 
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POPE GIVES A TESTIMONIAL. 

And now Italian commerce has in- 
vaded the Vatican and torn from_the 
majordomo of His Holiness Pope Pius 
X a testimonial of the merits of some 
beverage or other used at the Pope’s 
table. 

Italy is too small for an advertise- 
ment as far-reaching as this; it crosses 
the seas, and like an immense drop of 
oil soon covers the world with the 
witchery of its influence. We came 
upon it, the other day, in Canada, in 
a local paper, this pontifical testimonial 
in favor of an Italian wine placed on 
our market by a “Purveyor of His 
Holiness.” , 

This certificate accompanied by the 
papal arms and showing every sign of 
the most scrupulous authenticity is re- 
roduced in fac-simile, six inches high 
yv three columns wide. 

_think I saw in an “Album 
Mariani” a testimonial warmly endors- 
ing a tonic wine now a _ little for- 
gotten in Canada, “Vin Mariani,” writ- 
ten by some French bishop-academician, 
or even cardinal. 

An American who had had the good 
luck to obtain a testimonial from the 
Vatican, would not have been obliged 
to look far for partners to help to make 
money out of this valuable paper and 
with the really marvelous spirit of en- 
terprise which distinguishes our cousins 
below the 45th degree, he would have 
soon piled up a fortune to make one 
dizzy, even without other capital than 
that splendid energy which every Amer- 
ican is born with, and which he de- 
velops.| with incomparable  ability.— 
Publicite-Publicity. 


+0 
A LOAN SWINDLE. 

A. company in an eastern city ad- 
vertises: ‘ 

“We lend money by mail on good _se- 
curity; second or third mortgage. How 
much do you want?” John Smith, for 
instance, applies for a loan. The com- 
pany “thinks favorably of the applica- 
tion,” the answering letter says, “and, 
if the title proves to be satisfactory, 
the amount will be sent by return mail. 
Which will be most convenient—an_ex- 
press money order or a New York 
draft?” John Smith is plareed and 
perhaps doesn’t kick when he reads, at 
the bottom of the letter: “Send an ad- 
vance $3,75 fee to pay an attorney for 
searching title.’”’ That’s all the “com- 
pany” wants out of him! Of course he 
does not get the loan—nor the return 
of his $3.75.—Farm Journal. 


36 PRINTERS’ INK,, 


The Chattanooga “ News” 
joins the Star Galaxy. 


* 


The editor of Rowell’s Ameri- 


can Newspaper Directory, on 
January 7, received an application 
for membership in the Star Galaxy 
from the Chattanooga, Tenn., 
News. With the application was 
received a complete statement of 
copies printed in 1906, made out 
in detail. 

The News is the fifty-seventh 
paper to secure the Star Guaran- 
tee, and the second to join the 
ranks during 1907. After the 
rating of the News in this year’s 
Directory—and in each succeed- 
ing edition as long as annual 
statements are forthcoming from 
the paper, and the Directory con- 
tinues to be published—will ap- 
pear the following paragraph, 
together with a cut of the Guar- 
antee Star: 

(~The absolute correctness of the 
latest rating of copies printed accorded the 
News is guaranteed by the publishers of 
Rowell’s American Newspaper Directory, 
who will pay one hundred dollars to the 
first person who successfully controverts 
its accuracy. 

The list of the Star Galaxy pa- 
pers at present is as follows: 


CALIFORNIA. 
Oakland ....... 


COLORADO. 
DORVEs 0600 ccccccsiccescccce cccccces Post, 


CONNECTICUT. 
Bridgeport.. Morning Telegram and Union. 
DISTRICT OF COLUMBIA, 
.. Evening Star. 
GEORGIA. 


IOWA. 


Des Moines........Successful Farming. 
Sioux City........+. Tribune, 


MARYLAND. 


MICHIGAN. 
+++eeeeMoening Patriot, 


MINNESOTA. 


Minneapolis .... 

Minneapolis . 

Minneapolis. .......Farm, Stock and Home. 

Minneapolis..... ...Svenska Amerikanska 
Posten. 

Bt, Pawloosescccrese Pioneer Press. 


MISSOURI, 


NEBRASKA. 
Lincoln.......see08 -»Daily Star. 
Lincoln State Journal and 

Evening News. 


NEW JERSEY. 


NEW YORK. 


Standard Union. 

.- Printers’ Ink. 

. Evening News. 
Mount Vernon.. ee \ Argus. 
Troferocceccccevccecsons - Record. 


OHIO. 
ee baxewed Beacon Journal, 
OREGON, 


° a 
Philadelphia 
Philadelphia 
Pittsburg -Post. 
West Chester... - Local News. 


SOUTH CAROLINA, 
Columbia...... eovcccecences Covece 


ees gee 


Chattanooga.. 


ews. 
Knoxville ware and Tribune, 


VIRGINIA. 





ILLINOIS. 
Daily News. © 


Daily Review 
erald. 


r, 
Journal. 
INDIANA, 


Crawfordsville ournal. 
Indianapolis........++++- orccece ews, 
Indianapolis.....++esecsseeeseee Star, 


Bids ..- Times-Dispatch, 


WASHINGTON. 
Seattle... oe -<Epesetignen. 
Times 


Wisconsin Agriculturist. 
CANADA, 


Montreal 


Toronto 
Victoria... .000000000000COl 
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Some people imagine they have been 
hustling when they have only been 
driven out of other people’s way.— 
Burba’s Barbs, 








Advertisements. 


Advertisements in * Printers’ Ink” cost twenty 
Py line or forty dollara a page (200 lines 

insertion, $10.40 a line peryear. Five 
per cent discount muy be deducted if ayinent 
accompantes copy and order for 1% sertion 
and soy per cent on goorty, contract put r4 
in 
demanded joven advertioonent, and granted 

double price will be charged. 





WANTS. 


composition. 


\ ANTED-—All kinds of linot; 
ILSON, 


Send for rate card. FRANK B. 
Kenton, Ohio. 


T HE circulation of the New York World, 

morning edition, exceeds that of any other 
morning newspaper in America by more than 
100,000 copies per day: 


Oh ~~ ,000 men secured positions through us 

onth. Let us help you > a h 
grade position. big] for bookle oe 
GUODS, 305 Broadway, N 


HILADELPHIA AGENCY wants a young 

man, thorough knowledge of ovrinting. 

State cuperionee and references, with mag hg ex- 
pected. “M. P.,” care Printers’ Ink, New York. 


Nees POSITIONS « open for advertising 

— OA gy ty ~ Str sich 
Fr FLENALDS Ni TA SPAPIR MEN’S OXCHASGE 
(estab. 1898), Springfield, Mas Mass. 


\ ANTEM—A first-class a class advertising solicitor 

canvassing Eastern States, hio. emg nd 
Indiana, and Wisconsin, to carry leading a 
mobile and motor boat monthly taagazine. Good 
field for the right party. Addres3 * MOTOR- 
1NG,” 26 Lombard 8t., Toronto, 


be ADVERTISERS’ MAGAZINE”—THE WEat- 
MONTHLY should be read by every 

ey 8 and mail-order dealer. Best ** School 
Advertising” & existence. Trial subscription 
ncents. Sample rand Ave. i free. THE WESTERN 
MONTHLY, 815 ve. Kansas City, Mo. 


N Aevertining 3 Man is wan is wanted by The National 

Cash ter Company, Dayton, Ohio. 

one who is fitted to act as head copy writer, 

te strong selling arjuments, and to de- 

eign sty ave e4 make up that shows originality. 
PFLUM, Second Vice-President. 


ee a 


i ~ Fe 
Southern city. ‘ust be hi Te 
experienced and with record in similar capacity. 
Excellent Td toright man. Address“SOUTH- 
ER. ”? care inters’ Ink, giving experi- 
ence fp references. 


le experienced copy writer. college 
uate, 28 years old, formerly newspaper 
man, now chief writer for & natio: 
wants New York position with agency 
advertiser. Specialty—booklets, roulers, 
low-up and house cree work. Uses Ger 4 
Proved ability. Salary $35. . “RESULTS,” P. I. 


"want A REPRESENTATIVE 


experienced adverti: 
r in Middle 
, thoroughly 


AND? 
rsity and technical training 
~~ ft now open for 
as Advertising a A successful 
solicitor and capable manager. Address ‘* BOS- 
TON,” care Printers’ Ink. 


PEN for engagement ment after March Ist, strictly 
O'R first-class business manager ~ ‘a daily 
=e? or general printing business 

l, experienced man of the best 
every particular. Not an expe 
sense. Full information may 
dressing 


750 MARQUETTE BUILDING, 
Chicago, Iil. 


success- 
et in 
ment in pred 
by ad- 


ey or large 


37 


ANTED—Position as Circulation Manager 

on daily paper in city west of Missouri 

River of 100. population or over. A it 

has had eight years’ circulation experience on 
tropolitan rs 


AL, ra balding —d 
et CJ bok 4 yon organ 


aa 10n or Ww — 
Address 


pedo aaa. . ana ays with common 
school educations only, who wish to qual- 

ity for reaay positions at $2 a week and over, to 
write for free or of my new prospectus and 
endorsements fro jeadin concerns every- 
e000" One craduate fils $8.09 place, another 
5,000, and any number earn $1 @ bert 
Sisthine adwriter in New York owes nis suc- 
can within a few months to my teachings. De- 


mana exceeds supp . 
GEORGE H. ELL Advertising and Ruat- 
ness ag” 143 Metropolitan Annex, New York. 


¥ YOUNG MEN AND WOMEN 
of ability who seek positions as adwriters 
and ad managers should use the ciassified col- 
umns of Printers’ INK, the business journal for 
advertisers, Vom pe ad weekly at 10 Spruce 8t., 
New York. Such advertisements will be inse: 
at 20 cents per line, six wordsto the line. 'RINT- 
ers’ INK is the best school for advertisers, and it 
reaches every week more employing aavertisers 
than any other oublication i in the United States. 
A FINE On ARCS. ’. The p putters | ot a mend 
ing technic ot iowa ore open e an 
engagement with a — advercising solicitor 
to represent them 1n the yy are ex 
ing to launch another at # journal in a few 
months and would like to arrange with some 
one who could take an interest Lyf from 
go = ¥ to Le tee ay» Ly pe gh Lay YA- _ A 
od opportun: ‘ora a acquire an 
verert in a fi a firs! tion. the best of 
Iivereet in required. rian “ HIGH GRADE,” 
care of W. N. Gates & Co., Cleveland, Ohio. 


— Assistant Advertising Manager— 


A large manufacturing concern in New 
York City wants a man with technical 
engineering education, together with a 
working a of printing. Must 

ful in the 
preparation of attractive, forceful adver- 
tising literature. A good opportunity for 
the right man. State experience fully, 
also age and references, Address ‘‘M.C.” 
care of Printers’ Ink. 











ADVERTISING EXPERT AND 
MAIL ORDER MAN 


large experience with, stune of the most 
rominent houses in the United Series. of- 
ers his time, either entire or part, on rea- 
sonable terms; specialty. compiling book- 
lets, catalogues, — an = vt “up 
letters, magazine ad a 
ments: will mit plans and —— 
us! 


igus for increasin ae business. Tf 
ater address “EXT ERT” Room 1602, 
st ‘Snion Square. 











—_—_ oo 
PHOTO-ENGRAVING. 


HOTO-ENGKAVERS, Desi Designers. price list and 
les sent on a. STANDARD EN- 
GRAVIN , CO., New Yor 


CARD INDEX SU SUPPLIES, 


Pag A yt Stock Cards and S| ecial Forms 
manufacturers. Cards ee 4 
all makes of cabinets. Special discoun' 


Prin je. 
7 pean’ INDEX _CARD COMPANY, 
Arch 8t., Philadelphia, Pa. 





PAPER. 


B BASSETT & SUTPHIN, 

eine Beekman 8t.. New York Cit: 

ted papersa specialty. Diamond B Perfect, 
Write for high-grade jogues, 





es eee ae 


PRINTERS’ INK. 


PATENTS. 


PATENTS that PROTECT 
o- 8 books for Invento: 
of 6 cts. stamps. R. 8. 
Washington. *D. ©. Estab. 1 








DIRECTORY OF NOVELTY MANU- 
FACTURERS, 


ASS sell ad novelties, 254 com. 
$3 samples, !0c. J.C. KENYON. Uwego,N. Y. 


RITE forsample and price new combination 

Kitchen Hook and Bill File. Keeps your ad 

before the bousewife and business man. THE 

— oat & alien O., Newark, KN. J. 
in all large citi 


We Make x Hoveltigs 
that talk LONG & rhs 
List 23is FRE. 

y Co.. Chicago. 
(Abie calesmen desired.) 





Ww. want ~ 3 know ory Adve.tising 
Manager 1n the United States and we 
want every Adve 


rtising Manager to know 
us. We make METAL NOVELTIES for aa 
vertisers. You want us; we want you. Drop 
us a line on the letter head of your Company 
and we will send you a handsome souvenir. 


8. D. CHILDS & COMPANY, 
Who Make ART NOVELTIES for Advertisers, 
200 Clark Street, 
CuIcaGo. 











——_+9-—__—_—_—__ 
HALF-TONES. 


ERFECT copper half-tones, |-col.. $1 . 1a 
10c. per in. THE YOUNGSTOWN ARC 
GRAVING CO.. Youngstown, Obio. 


a x oy ~ HALF-TONES. 
IN 2x3, 75c.; 3x4, $1 ; 4x5, $1.60 
Delivered when cash accompanies the order. 
ena for samples. 
KNOXVILLE ENGRAVING CO., Knoxville, Tenn. 


hy oy or line prod productions. 10 afuare 

inches or a geavered prepaid, 7ic.; 

6 or more. . each, Cash with order. All 

newspaper screens. Service day and nigbt. 

Write for circulars. Keferences ones. 

Philagelphi pee engeaees. P. O. Box 815. 
ja, ba 


er 
N- 


SUPPLIES. 


WwW D. WILSON PRINTING INK CO., Limited, 
e of 17 Spruce 8t., New York, sell more mag- 
azine cut ioks than any other ink house in the 


trade 
Bpecial prices to cash ash buyers. 


YPE SUAP—Cleans type ans type perfectly; harmless 

to wood; cheaper and better than benzine; 

ive—reduces insurance. Sold by foun- 

ders. Kooklet and test:monials free. TYPE 
hicago. 


a gor shipping labels, mai! wral 
Pai ieinas, ‘vignr t oo Ay an 


box 

pK. ard’s Cold Water Paste is 
positiv. a, barposet. Virginia-Carolina Chemica! Co. 
use it . oo in 16 factories. samp le free. 
CEAS. ERNARD. 609 609 Rector Building, Chicago. 


app enl 





PREMIUMS. 


['HoUsaNDS of su jive premiums suitable 
aaa publishers others from the foremost 


ers and who anc 
lines. list price Illustrated 
catalogue. 29) reatest book of its kind. 


ually, 35th e now ready ; free. 
8. F. MYERS ( CO., 47w. and 49 Maiden lane, N.Y. 
—_+or——_—_ 


ADVERTISEMENT CONSTRUCTORS. 


DO YOU MAKE ANYTHING 
really by ay Keeping before people all the 
pm te If you do make such things. ey 
that some of my little “‘soon-over”’ 
for enclosure in letters, etc., 
If, you a + gd for 


cemples. tw ise to shun 
y NCIS I. seco Seasons Ot. Phila. 


PRINTERS’ SUPPLIES. 
ERS—Get our list of jod type at 4 pam. 
RUESTNEN. 246 K. 125th st . New Yor 
>> 
PRINTERS. 


RINTEKS. Write R. CARLETON, Omaha, 
Nev.. for copyright lodge cut catalogue. 


W E print catalogues, bookiets. circulars. acv. 
matter—ail kinds. Write for prices. THE 
BLAIR PTG. Cvu.. 514 Main St.. Cincinnau. C. 
COIN CARDS. 
Less for more; any printin 


1,000. 
$3 Th THE GOIN WRAPPER Cv.. Detroit, Mich. 
—_—_+or—___- 


COIN MAILER 


PER 1,000. For 6 coins 


$2.% printing, 
e ACME COIN CARRIER Ci 


.» Bu ee 
ee an 
ADVERTISING AGENCIES. 


D A. ap AGENCY. 1 Madison Ave. 
e N.Y. Medical ul journal advtg. exclusively. 


HE IRELAND ADVERTISING AGENCY. 
Ww ate? for Different Kind Adverti: —— meme 
925 Chestnut Street, Philagelpbia. 


A MBERT FRANK & 0U., 3 Broad Street. N.Y. 

— i Agverteing 606 gents. Establishea 
1872. Chi Boston. Philadelphia. Advertis- 
ingof ail kinds placed in every part of the wor!d. 

THE name of George P. Rowell 
& Company, that has had a place 
on the list of Advertising Agen- 
cies for forty-two years, has 
recently been withdrawn, and 
the business is now conducted 
by Mr. W. F. Hamblin at No. 
12 Spruce st., New York, as suc- 
cessor to the old firm. Mr. 
Rowell retired in 1905, but is a 
stockholder in the Printers’ Ink 
Publishing Company and _ con- 
tinues to take considerable inter- 
est -in the management of the 
American Newspaper Directory, 
which he established in 1869 and 
has published annually or quar- 
terly for thirty-eight consecutive 
years. He was the first man to 
undertake to ascertain and make 
public the regular editions issued 
by the newspapers. No similar 
system has ever had vogue in any 
country other. than America.— 
Printers’ Ink, December 19, 1906. 


ADVERTISING MEDIA. 


T* 1905 issue of the American Newspaper 

Directory shows that the average issue 
of the Troy (O.) RECORD in 1904 was 1,1 Aver- 
age in 1903, 1,138. 


| ae be an ry pone ising Solicitor in every town 

the U.S. of over 100,000, to represent the 
Wome MIDDLE West. A og “result pro- 
ducer.” Men must have xperience, ar I 
want them to work cnstual vety ten on full nage 
business, under an éntirely new en. Good 
solicitors can make $100 per week. without 

ang rfering with ‘heir 


inte resent busi- 
ROY KEATOR, Publisher, 153 LaSalle 8t., 
Chicago, Il. 


eee ce ee, 

MAILING MACHINES. 

HE DICK MATCHI-ESS MAILER, li 
4.50. F. J. V. 


quickest. 
Mfr., 178 Vermont St. ffalo, N. Y. 





htest and 
NTLNE, 
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FOR SALE. 
he SALE—A complete set of Printers’ Ink, 
from No. 1, Vol. I. toJan. 1, 1907; 57 yoames 
in perfect condition. Price five hundred do 
Address DAVID NALRCUS, office of Printers’ Ink, 


Forty Years 





An Unusual Opportunity 


Publishing Rm gg 4 will lease or 

its Composing — Press- — and 
Bindery, includ ono’ type y-board 
and Caster; six (6) Sauer ution hinders 
a. and ajl neces- 


Advertising Agent 


By George P. Rowell 


Lessee will be gquarenteed all book and 
job work of Company, about $2,000 monthly. 


ADDRESS 


807 Flatiron Bidg., New York City. 











The first authentic history and ex- 
haustive narrative of the develop- 
ment and evolution of American 
advertising as a real business force. 

The remainder of the’ edition 
(published last year) is now offered 


——__+o+—__—_—_ 
PUBLISHING — OPPORTUNI- 


MPROVED RESULTS ASSURED. Send me 
copies of the literature and ads you are now 
using and state about how much @ year you 
_ advertising and I will submit my 

plans and ideas suited to your Fn | 
Fithout cost to or obligation 1 


prom, 

advertising cam; 

Square, Buffalo, New York 

1 bg yt Trade Paper, 
Has age and stan: ing; 

4,000 circulation, 

$14,009 gross business, 

$6,000 to owner last year. | 

Personal reasons for selling. 

Price $12,000. Terms to yy re parties. 

EME P. HARRIS, 


Broker in Publishing Pro » 
253 Broadway, 





4 pe: 
New von 


—_+>>—___— 
POSTAGE STAMPS. 


BUY at 4 off. unused U. S.: c. o. d. 
OBSER, 2404 Milwaukee Ave., Chicago, Ill. 
posta itt? 


and prs mt handle all. Hetai 8 rot an 
- . KLINE, 607 Ellicott 


R. E, 


for sale. About 600 pages, 5 x 8, 
set in long primer, with many half- 
tone portraits. Cloth and gold. 
Price $2, prepaid. 


The Printers’ Ink Pub. Co. 
10 Spruce St., New York 











Newspapers 
Worth 
Counting 


This book is compiled from 
information contained in 
the 1906 edition of Rowell’s 
American Newspaper Di- 
rectory. . It gives all the 
information necessary con- 
cerning the number of 
copies printed by the news- 
papers and periodicals 
which are credited in the 
Directory with a regular 
issue in excess of one thou- 
sand copies, 


560 pages. Price $1. 
Postage paid. 


The Printers’ Ink Pub. Co. 
10 Spruce St., New York 














You will find it in an 
instant in the 


NEW YORK 
TRIBUNE 
ALMANAC 


1907 


Now Ready 
Price 25 cents 
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NEW ZEALAND | 


I beg to thank you for your courtesy in sending your sample book, and herewith 
inclose money order for £1 in order to obtain samples of your inks. _I intend to try 
these samples, and if it is possible to get better satisfaction with them I shall increase 
the order.— Robert H’. Styles, Nelson, New Zealand. 





My inks are being used in all parts of the world, and 
seem to be giving universal satisfaction. All I ask is a 
trial order, and if my goods are not found as represented, 
I stand ready to refund the money, also the transportation 
charges. Send for my sample book containing one hun- 
dred and twenty-five specimens of my best selling inks. 
Compare my prices with those charged by my competitors 
and figure if the increased cost is worth the thirty or sixty 
days’ time granted on the bill. 


ADDRESS 


PRINTERS INK JONSON 
17 Spruce St., New York. 














4 YEARS FOR $5 


The subscription price of Printers’ INK is $2 a year, 


but a four years’ paid-in-advance subscription can be had 
for $5, or four one-year subscriptions for four separate 
subscribers for the same sum, or twenty for $20. Some 
intelligent newspapers find it a good investment to sub- 
scribe for copies for their local advertisers. It teaches 
them how to make their advertising pay, and to become 


larger and better advertisers. 
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THE DES MOINES CAPITAL’S 
GREATEST YEAR, 


Largest Amount of Advertising Ever Published 
by an Iowa Newspaper. 








MORE ADVERTISING PUBLISHED DURING 1906 IN SIX ISSUES 
A WEEK THAN ANY COMPETITOR IN SEVEN ISSUES A WEEK. 





TOTALS FOR 1906: 
- 253,302 inches—312 issues 


Capital « - 
Nearest competitor 247,178 inches—365 issues 
Next nearest “ 237,121 inches—365 issues 











The CAPITAL is the king among Iowa newspapers. Without a 
Sunday newspaper it published the largest amount of advertising in 
1906. This was due to the fact that it has the largest circulation 
which in turn makes its advertising the most profitable to adver- 
tisers. The advertising figures are easily obtainable by a careful 
measurement of the daily issues of the three papers, and month by 
month they were found to be as follows—the CAPITAL leading in nine 
out of twelve months, and of course leading in the aggregate. 





TTHE MONTHLY TOTALS: 

























































* First 

Capital Competitor one 
MRUREG x06 60c-0s.0c.0ns\0:s - 20,220 19, 367 19,351 
fae Eeacswe nee cel 21,798 21,710 20,667 
ES EU poere 24,528 21,505 22,135 
April...... Mien sh ews'se 25,897 28,882 25,826 
BOON 6 5s 6 te ce'se sig tains 17,956 17,146 16,473 
BOOO ss cece tects scxkes 15,946 14,634 15,331 
(area eee 7,084 13,692 II, 101 
NR i ilkeden vies 658 17,126 18,646 
September ,........... 106 21,234 18,825 
CORES 6 Sada 4ctaccese, 25,436 24,683 21,976 
WOVOMBET 3:62.65 cee 000 26,408 22,828 27,564 
a 20,265 23.371 19,226 
Total inches....... 253,302 247,178 237,121 

312 Issues 365 Issues 365 Issues 
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BY GEORGE ETHRIDGE, 


As you walk leisurely through 
this Northwestern. Fur Company 
advertisement to examine the hide 














\NORTHWESTERV/ 
WADE ANO FUR CO. 1/4) 





PAN, 
“ANA 
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,AMUNITION, 
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RMD HEFL &* 
TOSTEL 


THE BES 
PRICES FOR \ | 
HIDES, FURS |S! 
WOOL,MOWNRSS 


(SHEE P Ano DETER 
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which is nailed to the wall, a mile 
and: a half away, you can read 
the facts in the case whether you 


NORTHWESTERN 
HIDES FUR Go 

























Ne2 


happen to be looking up, or down, 
or sideways. If, however, you 
are obliged to stand off and look 









COMMERCIAL ART CRITICISM | 


g CRASH 2 OF PRINTERS’ INK WILL RECEIVE. FREE OF CHARGES 
CRITICISM OF COMMERCIAL ART MATTER SENT TO MR: ETHRIDGE. 


33 UNION SQUARE, N.Y. 








at it instead of walking into it, it 

is not an easy matter to make 

much out of it. Number two is 

suggested in the interests of 

clearness, usefulness and sanity. 
* * * 

The Horlick’s Malted Milk peo- 
ple, having at last recovered from 
an exceptionally violent and per- 
sistent attack of “The Seven Ages 
of Man,’ offer the advertisement 
here reproduced—a vast improve- 
ment and a commendable piece of 





A delicious, refreshing and 
nourishing beverage, served 
either hot or cold. It is the ideal 
luncheon for the busy business 
man, a satisfyi: 
fatigued woman 8 peer. 

orlick’s Malted Milk is both a 
natural] drink and a natural food. 
It is better than tea, coffee or 
chocolate, for it gives positive 
nourishment without harmful 
reat all druggists. - Quick ‘ 

. * Quick to 
serve. Easy to digest. 
Ask for Horlick’s—Others are 
imitations. 


The food for all ages, 





work. If it has a fault it is that 
the border design is just a trifle 
too ornamental for an advertise- 
ment of this size. 

* + * 

The Calox advertisement, shown 
here, occupied a full page in cur- 
rent magazines. So far as ar- 
rangement and typography are 
concerned it certainly is a good 
advertisement. It is clear, clean 
and dainty and makes one feel 
that it is an advertisement of a 





























clean and dainty product. The 
manner in which the package is 
displayed shows it up very strong- 
ly and makes it appear both more 
important and more inviting than 
it would be if it were wedged into 













evident when we consider that over 97 per cent. 

of the population suffer from decayed teeth and 
vover three-fourths of the school children are unable for 
(the same reason to masticate their food properly. 

Until the discovery. of Calox the Oxygen Tooth 
‘Powder, no dentifrice had been fi d that would 
stop tooth decay. Calox will stop decay, and used properly 
will prevent its ravages. It does this by virtue of its 
wonderful property of generating natufe’s antiseptic— 
OXYGEN—when used in the mouth. 

All druggists, or postpaid by mail for 25¢. 

pe eh lla aa ah a in a toath powder. 


T= importance of selecting a proper dentifrice is 













“ emacs! wad dete! w & 
pip ih = Pasa 
tain 


Bfiate Medea! Jrwrne! 


Ovr name 
McKESSON & ‘ROBBINS 

1 Ponce York, U.S. Ay 

& 


reid Agems Se Wamu 34 Paty Sauee Pewee ses 
Cancdian Ageots | Westone! Urog & Chemical Co, Lid Menrres! 














a mass of type. Space used to 
create the impression which this 
advertisement gives is never 
wasted, 






* * 


A correspondent wants to know 
with reference to this Oxydonor 
































OXYDONOR 


Orydonor ts no kin to medication, either in prine 


illustration what the foot and the 
fish bowl have to do with the 
house, or, to transpose it, what 
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the house has to do with the foot 
and the fish bowl? ‘There is no 
answer. A careful reading of the 
entire advertisement yielded no 
hint which would lead to a solu- 
tion of the mystery. There are 
some things so completely out of 
place and so beautifully inappro- 
priate that they become by reason 
of that fact mighty interesting. 
This is not one of them. 
* * * 
Whoever constructed this Huy- 
ler’s advertisement worked hard 
and long and must have perspired 
very freely. Considered from 
that standpoint the result is al- 
most as interesting as the Declar- 
ation of Independence engraved 


> A PERFECT LUNCH 


A cuP oF “.< 


. 
or re) 









YOUR GROCER OR DRUGGIST SELLS BOTH 
A PERFECT HEALTH FOOD 
A Satisfying Lunch Biscuit 


CHOCOLATE DIPPED rn TRUE 


the highest achievement in the science offeod 
NATURAL anata 


7 in then World Famed 


CROCOLATE Making it doubly 
STRENGTHENING INVIGORATING 


R THE BEST CHILDRENS BISCUIT EVER PRODUCED 


on the back of a dime, but con- 
sidered as an advertisement its 
constructor might . better have 
left the job to a compositor. Con- 
structing an entire advertisement 
with a pen is a hard and thank- 
less job. 


= 





















operators have 
on their demand that 
miners should change clothes before 
leaving the mines. Less yellow metal 
adheres to the clothes of workmen than 
at first supposed. It was a shrewd 
scheme to advertise the richness of 
Goldfield mines. That high fence 
around the ore dump was another ad- 
vertising scheme.—Mertz’ Magazine. 


GoLpFIELD mine 


backed down 
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READY-MADE ADVERTISEMENTS. 


Readers of PRINTERS’ INK are invited to send model advertisements, ideas for window 
cards or circulars, and any other suggestions for bettering this department. 








JoserH Katz, 
Advertising for Retailers. 
BaLtTimMoreE, Md. 
Editor Ready Made Department: 


I would be pleased to have the in- 
closed specimens reviewed in Print- 


ERs’ INK. Yours truly, 


JoseruH Katz. 





Your ads are good in text and 


show rather unusual taste in set- 
ting. The sausage ad is particu- 
larly attractive, but the effect 
would have been much better, as 
you probably know, if the sausage 
border had run all the way around 
instead of being cut off. As it 
stands, the trademark is all that 
holds the two sections together 
as one ad. In the china ad, re- 
printed below without the cut, the 
rule forming the sides and bot- 
tom of the pyramid is much too 
heavy; it detracts from the cut. 
It also gives the ad a crowded 
look, which could have been 
avoided, and with a positive gain 
in typography, by leaving the 
rules out altogether, breaking the 
matter up into short paragraphs 
and setting it in narrow measure. 
The cut glass ad, headed “Gift 
Things for the Home,” is ex- 
ceedingly well written and ar- 
ranged, but a little less of rule 
work would have served every 
purpose and left room for a more 
readable type: 





DAINTY FRENCH CHINA. 
At ¥% Price and Less. 

Here’s the story: We are not regu- 
lar dealers in Hand-Painted China. 
The collection we offer comprises pieces 
that were originally painted to demon- 
strate various art effects on china for 
china-painters. Now, having served 
their purpose, we are offering them at 
prices that average one-half and less 
of their original values. They are all 
made of genuine French China, and 
the decorations are superb—every piece 
being an exemplification of real genius 
and artistic ability—art works that will 
delight every lover of Art China. 

What excellent, acceptable gifts they 
would, make! ust to think of it—at 
half price and less at this time of the 
year—Yuletide! 

he number of articles is limited to 
those enumerated below—no more when 


—do not blame us if you miss them. 
See them in our window. 

Five Tea Sets, worth $9 to $30 at 
$4 to $15. Twelve Vases, worth $6 
to $20 at $3 to $9. Two dozen Plates, 
worth $1.50 to $10 at 75c. to $5. One 
dozen Bowls at half their original 
value. Six Tankards, worth $20 to 
$25 at $10 to $12. One dozen Cups 
and Saucers, formerly $4 to $9 at 
$2 to $4. few Fruit and Salad 
Bowls, $3 to $10. Steins (worth 
double) $2-to $4. Mayonnaise Dishes, 
values $2 to $10 at $1 to $5. A 
number of Bonbon Dishes, Ash Trays, 
etc., also at half price. 

HIRSHBERG ART CO., 
Everything for the Amateur and Pro- 
fessional Artist and Draughtsman. 

334 North Howard Street, 

Baltimore, Md. 





The Kind That Doesn’t Irritate. From 
the Albany (N. Y.) Evening Journal. 


Toilet Paper 


is a mighty important thing. 
The ordinary toilet paper is 
coarse and rough, irritating 
and injurious, and it is fre- 
quently made from . waste 
material that was used for 
purposes that render it unfit 
to be made into toilet paper. 

A. P. W. satin tissue toilet 
por is made from absolute- 
y clean fiber, especially pre- 
pared for this purpose, and 
will not cause irritation. Its 
cost is but 81-3c. per 1,000, 
as compared with 2o0c. per 
1,000, which you pay for the 
ordinary 10-cent, s500-sheet 
roll of coarse, harmful paper. 

This is our offer: 

We will send you, paying 
any transportation or deliv- 
ery charges to any point in 
the United States, one year’s 
supply (12,000 = sheets_ in 
rolls) of our famous satin 
tissue toilet paper and a 
handsome Bessemer steel fix- 
ture, nickel-plated and pol- 
ished, an ornament to any 
bath-room, all for only $1. 
If not satisfactory we will 
immediatel refund your 
money. e will send paper . 
Cc. O. D. if preferred. Could 
an offer be more generous? 
Write or telephone us now 
lest you forget and go on 
using unsanitary and more 
expensive paper. 


A. P. W. PAPER CO., 
9 Colonie Street, 
Albany, N. Y. 








they are gone, So better come early 


































































































































Battrmore, Md. 


Editor Ready Made Department: 
I think this ad, from the Baltimore 
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ja basis for comparison—for cal- 
culating the actual saving: 
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News, good enough to reprint in the 


Little Schoolmaster, don’t you? 
It is certainly strong on display, and, 
what’s more, on logic. All of the ad- 


yertisements of this firm are set in this 
style and all are equally as frank and 
convincing. 

I have no connection with Likes, 
Berwanger & Co. and don’t know them, 
but oimply send this to you as an ex- 


good advertising, knowing 


CONCERNING REDUCTIONS. 


FRENzIED FALLACIES vs. FRANK Facts. 


That semi-annual hysteria, the Tre- 


mendous Reduction Sale, will soon be 
with us. 


Let us anticipate it with a few words 


of frank sincerity—of rational truths. 


The public is pretty well aware by 
this time that the actual advantage to 
be gained from these Tremendous Re- 


ample o 
that Printers’ INK is always glad to § 1 ; 
reproduce ads which merit that honor. duction Sales is purely mythical. 
That cheaply-made garments are 
bought for “sale” purposes—that the 


Yours very truly, 
Jui Fe Fe 





You are quite right; the Likes- 
Berwanger ad is a strong and 
logical attack on the “slaughter” 
sale schemes by which so many 
people are “taken in” at about 
this time of the year, and will, no 
doubt, be taken in as readily by 
the same scheme a year hence. 
But, notwithstanding the bargain 
appetite and the apparent fact that 
people like to believe they are 
getting a fifteen-dollar suit for 
five dollars (which, of course, 
they may on rare occasions), I 
believe that this advertiser would 
better have printed regular prices 
in connection with the cut prices. 
Suppose the cuts were not large, 
as compared with those said to 
have been made by competitors; 
would not that go to strengthen 
the argument? Would it not have 
conveyed more forcibly the im- 
pression that the cuts, however 
small, were genuine? But, as a 
matter of fact, the concern that 
is merely unloading broken lots, 
after the best selling season is 
over, can well afford to make 
deep cuts; it has been found an 
excellent way to advertise, and is 
particularly effective in attracting 
new customers. The absence of 
the regular prices in this ad is 
likely to be misunderstood and 
the impression left that the cuts 


are even smaller than they really 
are. I doubt if the cut price ad, 


without both 


prices, is ever more than one-half 


regular and cut COMPANY, 


price-reductions are imaginary — and 
that the only “lowering” done is in 
the merit of the clothing involved in 
such sales. 
On the other hand, reasonable re- 
ductions on the stock on hand (notably 
on broken assortments and excess num- 
bers) can be made with perfect busi- 
ness integrity, and without detriment 
to previous purchasers, and we con- 
sider them, as do all reputable houses, 
indispensable to the best conduct of a 
business. 

For instance, we have just gathered 
into a single lot various sizes and 
patterns of men’s and youths’ suits 
(the ones, twos and threes of a kind), 
and marked them all at $8; also, a 
lot of QOvercoats and marked them at 
$11—which for supreme value cannot 
be duplicated, as inspection will readily 
prove. 

We really offer every man who seeks 
our store—whether early or late—far 
greater value for his money than can 
ever be obtained at any of the sen- 
sationally advertised “sales.” 
Investigate, Mr. Intelligent Man! 
Investigate! 

LIKES, BERWANGER & CO., 
Manufacturing Clothiers and Tailors— 
Furnishers. 


12 East Baltimore Street. 


8, 1o and 





A Good Laundry Ad That Was Taste. 
fully Typed in the Grand Rapids 
(Mich.) Evening Press. 





Family Washing 


is coming to be more and 
more relegated to the laun- 
dries as the saving in annoy- 
ance, wear and expense is 
learned. Coupled with the 
fine work done by special 
machinery and skilled em- 
ployees, the result has been 
an enormous increase in this 
department. The addition 
of a new $2,000 1roner and a 
battery of washers has al- 
a doubled its capacity. 
hy not send us your 
family linen this winter? 


THE ee oy LAUNDRY 
M i 
Grand Rapids, Mich. 








as effective as that which affords 
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“Farm JouRNAL,” 
1024 Race Street. 

PHILADELPHIA, 

Editor Ready Made Department: 
Inclosed herewith I hand you a 
number of ready-made trust company 
advertisements, in which I thought you 
might be interested. They are of the 
Chelten Trust Company, of German- 
town, Philadelphia, Pa. This is a new 
company, but has already made con- 
siderable progress through newspaper 


Pa. 





advertising. Very truly, 
Cuas, F. JENKINS. 
The Ready-Made Man is al- 


ways glad to get good bank ads, 
like those which came with this 
letter, for Printers’ INK as a 
whole has done a lot to promote 
advertising for the banking busi- 
ness; and no class of readers, ex- 
cept, possibly, real estate men, 
have shown so much interest in 
this department as the banking 
fraternity.. These are the serious, 
sensible sort of ads that ought to 
win business for any bank that 
deserves business. I like, partic- 
ularly, the tone of the first of the 
two reprinted below. The offer 
of free advice from the officers 
of the bank can hardly fail to 
make a good impression, because 
of the way it is made: 


PRINTERS’ INK. 


ize yourself with our methods, stand- 
ing, and the service we can render you. 
CHELTEN TRUST CO., 
5506 Germantown Ave., 
Adjoining Nat’l Bank of Germantown. 





Excellent Advertising. Have Some. 
thing to Send Foy—Something Worth 
While—Something to Make a Closer 
Connection Between Your Business 
and Your Public. From the Pitts- 
burg (Pa.) Sun. 





Concerning 


Trusts. 


Write for our free book- 
let,—“‘The Descent of Pro- 
perty.” It is a most con- 
venient thing to have in the 
house. All questions con- 
cerning collateral inheritance 
are answered for you, and 
ou need not consult a 
jawyer. 

pon request we will also 
mail free a sample of our 
improved form of Will,—vir-. 
tually non-contestable, and 
drafted in accordance with 
the Laws of Pennsylvania. 

2 per cent interest on 
daily balances. 

4 per cent on savings ac- 
counts. 

Compounded Semi-Annually. 
THE CULONIAL TRUST 
COMPANY, 


317 Fourth Ave., 











ESSENTIALS OF BANKING. 
The first essential, of course, is se- 
curity and conservative management. 
Next to that people like to do busi- 
ness with the bank that is looking for 
business, because they know that there 
they are welcome. 

e want your account—wish to 
make ourselves useful to you in any- 
thing pertaining to finances—buying, 
selling and renting Real Estate is a 
branch of our business, if you have 
any houses to sell, now is a good time 
to put them in our charge. 

Ye wish you to feel near enough to 
the officers so that when you need any 
advice in regard to your business, or 
any investment you desire to make, 
you will consult with them and feel 
that any advice is freely given, as it is. 

CHELTEN TRUST CO., 
5506 Germantown Ave., 
Adjoining Nat’l Bank of Germantown. 





Trust Companies are becoming more 
and more the custodians of the funds 
of the people of both large and- small 
means. 

This is due to a Wider appreciation 
of the value of banking service as its 
usefulness is extended and its methods 
become better known. 

In our case “familiarity breeds satis- 


Pittsburg, Pa. 
A Definite Proposition Persuasively 
Put. From the Topeka (Kan.) Daily 


State Journal. 





What is Your 
Time Worth? 


We wash, starch and dr 
your clothes, and tron all 
the flat pieces. After we re- 
turn them to you, simply 
dampen and iron a_ few 
fancy starched pieces. To do 
the work we save you would 
require two days of your 
time—two days whose every 
spare minute would be spent 
in back-breaking work, the 
effects of which would tire 
you for the rest of the 
week. Why not save these 
two days—enjoy them and 
the days to follow? 

You can do so at little 
cost. Only sc. a pound, or 
about $1 for an average 
family. 

Isn’t it worth it to you? 
THE MUTUAL, 
Topeka’s “Soft Water” 
undry, 

Tel-Us 519, 





faction,” so we invite you to familiar- 








Topeka, an, 
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Stand. 
er you. 


intown, 
A 
Some. 
Worth 
Closer 
‘siness 
Pitts. 





Too General—Sort of Half-Hearted— 
No Enthusiasm. 





With Your 


Consent 

we will fit you out with 
a suit or overcoat that will 
keep you warm on the cold- 
est days. 

The goods have been fash. 
ioned by the greatest tailor- 
ing house in the world and 
the choice of selection is the 
best that a variety can give. 

Come in—we will give di- 
rect personal attention to 
your clothes or your needs. 

Suits $15 to $30. 

Overcoats $15 to $35. 

LLOYD’S, 
Is the Place, 
212 Brady St., 
Davenport, Ia. 











Just a Hint on Preparation and Cook- 
ing is Often Welcome in 
From the Lynn (Mass.) Daily Even. 
ing Item. 


Food Ads, 








Fancy Cape 
Scallops, 45¢. 
Per Quart. 


Roll in meal, crumbs or 
batter, fry quickly in deep 


a 

You'll have the most de- 
licious dainty you've tasted 
for many a day. 

Try some to-day, while 
you’re sure of getting an 
extra nice quality. 

WILLIAMS _BROS., 

yn od Union St., 

"Phones 28 and 29. 
Lynn, Mass. 
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From the Baltimore News. 


The Sample 
Shoes, $2.95. 


We have about enough 
left for a day’s selling. A 
manufacturer’s sample line. 
Not a lot of shoes made up 
to sell for a low price, but 
the best he knew how to 
turn out and by which he 
marketed his entire product. 
Excellent shoes in all the 
latest shapes and leathers, 
No reason in the world wh 
they should not bring full 
price except that there is 
only one or two of a style 
na they are confined to 
sizes 6%, 7 and 7%. Pat- 
ent Leather, Vici Kid, Gun 
Metal, Box Calf, in laced, 
button and Blucher _ styles. 
If you are a judge of shoes 
you can see the value at 
once. Not a shoe in the lot 
worth less than $5, many of 
them worth $6. We are 
closing this lot of samples 
out at $2.95. 


ISAAC HAMBURGER & 
SONS, 
Baltimore and Hanover Sts., 
Baltimore, Md. 


(Md.) 














It Is a Good Scheme to Tell What 
Things Are Made From and How 
They're Put Together—a_ Feature 
That Might Have Been Further De. 
veloped In This Ad To Advantage. 
From the Wheeling (West Va.) In- 
telligencer. 





Tuffwear— 














Conveys the Idea of a Comprehensive 


Stock. From the 
Daily Commercial. 


Bangor 


(Me.) 


A Boy’s Shoe. 








Now For Sleighs! 


Sleighs are at the front 
again; and we’ve got the 
very front liners of this sea- 
son’s_ styles! Sleighs for 
speed, sleighs for two, sleighs 
for families, sleighs for style, 
sleighs for comfort, jumpers, 
pungs,—in fact, everything 
needed on runners. You'll 
find our line big and varied; 
you'll find top-notch quality 
in every job, with low prices 
all along. Better do your 
buying now—and here! 

Elegant line of Fur Robes; 
finest in the city. 

W. F. WHITON & CO., 
60-66 Harlow St., 
Bangor, Me. 











To get a good wearing 
shoe for the boy is the de- 
sire of every parent—it takes 
a boy to wear out shoes. 

Our “Tuffwear” is a spec- 
ially made shoe—it is built 
like a man’s shoe—it has the 


_.The soles throughout are 
“<*xood oak leather. 

fhe uppers are of Box 
peew*. 

> “Tuffwear” is made 
w.-a great care and a fit is 
assured—very important for 
growing feet. 

Prices: $1.50 to $2.50. 


LOCKE SHOE CO., 
Market and Main Sts., 
Wheeling, W. Va. 
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